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Your  business  colleagues  aren't 
as  impressed  with  you  as  you  are. 
Our  14th  annual  state  ofthe  cio 
research  rewrites  your  priorities 
for  2015.  24 
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OPENSHIFT  ENTERPRISE 

by  Red  Hat 

DELIVER  APPS  FASTER 
WITH  DEVOPS  AND  PaaS 

qx  of  organizations  want  to  speed  up 
'O  application  development  and  delivery. 

QtLQ/  of  IT  decision  makers  see  private 
OO  *0  PaaS  as  key  enablers  of  DevOps.* 


Are  you  pressured  to  provide  application  services  faster? 
Are  you  interested  in  DevOps? 

The  award-winning**  private  PaaS,  OpenShift  Enterprise  by  Red  Hat®, 
can  help.  With  PaaS,  developers  can  focus  on  the  code,  IT  ops  can 
focus  on  innovation.  And  you  can  focus  on  strategy. 

Reduce  costs,  increase  IT  productivity,  maintain  security,  and  meet 
businesses  demands  with  OpenShift  Enterprise  by  Red  Hat. 

red.ht/PaaS 


♦PaaS  and  DevOps:  the  foundation  for  next  generation  cloud  solutions. 

IDG  Research  Services.  2014  December. 

**redhat.com/en/technologies/cloud-computing/openshift 

Copyright  ©  2014  Red  Hat,  Inc.  Red  Hat,  Red  Hat  Enterprise  Linux,  the  Shadowman  logo, 
and  JBoss  are  trademarks  of  Red  Hat,  Inc.,  registered  in  the  U.S.  and  other  countries. 
Linux®  is  the  registered  trademark  of  Linus  Torvalds  in  the  U.S.  and  other  countries. 


ADVERTORIAL 


PaaS-ing  into  DevOps 

PRIVATE  CLOUD  REDUCES  COSTS  AND  SPEEDS 
UP  APPLICATION  DELIVERY 


Market  a 


.  The  speed  of  software  development  has  been  the 
albatross  hanging  around  many  businesses'  necks.  In 
today's  dynamic,  highly  competitive  business  landscape, 
corporations  want  to  react  swiftly  to  change.  However, 
they  are  weighed  down  by  rigid,  often  stifling,  software 
development  processes  that  slow  new  deployments  and 
increase  costs. 

An  international  Data  Group  (IDG)  Research  Services 
survey  of  more  than  100  large  businesses  found  that  92% 
of  organizations  want  to  speed  up  application  development 
and  delivery.  To  meet  that  goal,  corporations  are  replacing 
traditional  development  with  a  new  foundation:  enterprise 
PaaS  (Platform  as  a  Service)  and  DevOps  (the  collaboration 
of  Development  and  Operations  to  automate  application 
delivery).  "With  PaaS  and  DevOps,  businesses  gain 
the  agility  needed  to  differentiate  their  services,  gain 
competitive  advantage,  and  increase  revenue,"  said 
Ashesh  Badani,  vice  president  and  general  manager  of  the 
OpenShift  PaaS  Business  Unit  at  Red  Hat,  Inc. 

DevOps  breaks  down  traditional,  strictly  segregated, 
operations  and  developer  barriers.  In  its  place,  IT  embeds 
operational  concepts,  such  as  system  configuration  and 
scaling,  into  development.  Compute  services  are  created 
with  a  few  clicks,  tests  are  run,  and  results  are  analyzed 
faster  than  in  the  past.  Because  of  the  improvements,  more 
than  half  (55%)  of  businesses  have  adopted  or  are  in  the 
process  of  adopting  DevOps  methodologies. 

in  many  organizations  today,  time  is  often  wasted 
manually  deploying  application  environments  for 
development  or  testing.  Whether  it  is  the  operations  team 
or  the  developers  themselves,  this  time  sink  becomes  a 
bottleneck  in  the  application  delivery  process,  in  many 
cases,  programmers  can  spend  half  of  their  time  -  or  more 
-  on  infrastructure  issues  rather  than  building  applications. 

PaaS  can  offer  the  technology  foundation  that  alleviates 
these  bottlenecks  by  providing  automated  provisioning 
and  deployment  of  applications  and  application 
environments.  This  automation  in  PaaS  represents  the 
enabling  technology  that  can  make  a  transition  to  a  DevOps 
methodology  possible. 


With  PaaS,  developers  can  focus  on  what  they  do  best 
...  writing  application  code.  IT  automates  more  tasks, 
productivity  increases,  and  development  time  decreases. 

Due  to  these  benefits,  93%  of  corporations  now  rely  on  cloud 
and  the  rest  plan  to  adopt  the  technology  in  the  next  one  to 
three  years,  according  to  the  IDG  survey. 

The  benefits  of  PaaS  and  DevOps  can  be  significant.  One 
high-tech  company  has  been  growing  at  15%  annually  and 
increasing  development  group  demands  more  than  30% 
annually.  To  keep  pace,  the  firm  wanted  to  boost  productivity 
rather  than  continue  hiring  more  programmers.  The  business 
evaluated  private  PaaS  solutions,  selected  OpenShift 
Enterprise  by  Red  Hat,  and  established  a  12-month  pilot 
evaluation. 

With  the  Red  Hat  solution,  developers  work  with  their 
choice  of  languages,  frameworks,  and  tools.  Standardized 
workflows  improve  productivity  and  extensible  cartridges 
enable  them  to  add  desired  functionality.  For  operations, 
automatic  application  stack  provisioning  enables  applications 
to  scale  easily.  Software  architects  minimize  vendor  lock-in 
because  the  solution  is  built  on  open  source  technologies. 

To  handle  new  requirements,  the  high-tech  firm's 
traditional  development  teams  added  15%  to  20%  more 
developers  while  the  OpenShift  Enterprise  group  added 
no  one.  Normally,  a  webmaster  needed  between  20  and 
50  hours  to  set  up  a  two-tier  development  environment. 
OpenShift  Enterprise  reduced  the  process  to  a  few  minutes. 


Increasingly,  businesses  are  replacing  cumbersome 
and  complex  systems  with  lean,  flexible,  highly  automated 
PaaS  and  DevOps  application  development  environments. 
Duplication  is  reduced,  development  time  shrinks,  expenses 
dwindle,  and  businesses  respond  to  new  opportunities 
quicker.  Rather  than  weighing  down  the  organization, 
development  lifts  it  up  to  new  heights.  For  more  information 
about  OpenShift  Enterprise  by  Red  Hat,  check  out: 
www.cio.com/whitepapers/redhatandpaas. 
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Datacenter  Infrastructure 


for  the  Next  Decade 


Nutanix  makes  IT  uncompromisingly  simple  so 

you  can  focus  on  running  your  business  Deploy 
any  application  at  any  scale  with  peak  efficiency 
and  the  best  overall  TCCt  Learn  why  your  business 


needs  web-scale  infrastructure  -  and  needs  it  now. 

www.nutanix.com/webscale 
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Pablo  Ciano,  CIO  of  DHL  Express  Americas,  says 


the  logistics  and  delivery  company  is  embracing  "an 
;  entire  philosophy  of  customer-centric  culture." 


www.cio.com  DECEMBER  15,  2014  /  JANUARY  1,  2015 


V 


Mind  the  Gaps 

You're  a  CIO  who  understands  the  business.  You’ve  fixed  the  biggest 
IT  pain  points  in  your  company.  You’ve  delivered  ‘quick  wins’  to  your 
colleagues.  You’ve  urged  your  staff  (repeatedly!)  to  focus  on  customers. 

Your  business  colleagues  should  be  suitably  impressed.  Alas,  they 
are  not. 

Our  14th  Annual  State  of  the  CIO  research  and  cover  story  (“Snap  Out  of 
It!”  page  24)  reveal  a  number  of  glaring  disparities  between  what  CIOs  think 
they’re  delivering  and  what  business  people  think  they’re  getting  from  IT. 

We  found  those  perception  gaps  while  working  with  market  research 
firm  IDC  (a  sister  company  of  CIO),  which  surveyed  304  non-IT  business 
decision-makers  on  some  of  the  same  questions  we  posed  to  the  558  IT 
leaders  who  completed  our  State  of  the  CIO  su  rvey.  The  skewed  perceptions 
of  each  group  are  actually  more  instructive  than  discouraging,  however. 

“What  this  means  for  the  future  of  the  CIO  will  depend  on  how  CIOs 
manage  today,”  writes  Managing  Editor  Kim  S.  Nash.  “Minding  the  gaps 
we’ve  identified  can  provide  touchstones  for  2015  and  beyond.” 

Consider  the  gap  between  these  two  data  points:  While  33  percent  of 
CIOs  agreed  the  IT  group  is  often  viewed  as  an  obstacle,  54  percent  of  busi¬ 
ness  leaders  thought  that  was  true.  They  want  CIOs  to  simplify  technology 
and  reorganize  IT  for  easier  access.  They  also  want  to  see  a  lot  more  IT  focus 
on  external  customer  concerns. 

Some  of  your  favorite  conventional  wisdom  may  need  a  refresh,  as  well. 
Our  survey  found  51  percent  of  CIOs  to  be  big  fans  of  delivering  “quick 
wins”  to  improve  IT-business  relations— yet  only  31  percent  of  business 
people  find  that  tactic  effective  anymore.  Sustainable  change  makes  a  more 
lasting  impression,  says  CIO  Jack  Wood  of  online  retailer  Wayfair.  His 
multifaceted  approach  to  improving  relationships  includes  an  800  number 
and  a  single  point  of  contact  to  make  working  with  IT  easier. 

“The  idea  that  business  and  IT  are  separate  is  not  healthy,”  adds  CIO 
Bill  Swislow  of  Cars.com.  He  sends  IT  staffers  out  on  sales  visits  to  car 
dealerships  and  has  them  shadow  customer-service  agents  in  the  call  center. 

As  sobering  as  our  State  of  the  CIO  survey  data  may  seem  this  year, 
you’ll  find  plenty  of  encouragement  and  insight  in  our  story  from  CIOs 
who  are  minding  the  gaps  and  strengthening  the  IT-business  connection. 

Resolve  to  do  the  same  in  2015. 


Maryfran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


Top  Priority:  Security 

Cybersecurity  is  the  No,  1  priority  of  state 
CIOs  this  year,  according  to  a  survey  by  the 
National  Association  of  State  CIOs  (NASCIO), 
State  governments  have  troves  of  citizen 
data  that  make  their  systems  attractive 
targets  for  hackers,  but  they  struggle  to 
get  adequate  fundingfor  digital  security. 
NASCIO  also  announced  that  it  received  a 
Department  of  Justice  grant  to  develop  best 
practices  for  responding  to  cyber  inci¬ 
dents  and  deploying  cyberthreat  analytics 
in  state  governments. 
www.cio.com/article/2844710/ 

Provide  More  Training 

Many  business  and  IT  leaders  complain 
about  a  workforce  skills  gap  but  then 
do  nothing  to  help  themselves.  Experts  say 
it's  betterto  provide  in-house  training 

than  to  wait  forthe  "perfect"  exte rna I  j o b 
candidate.  In  addition,  employers  need  to 

open  up  their  wallets.  "It's  not  2008 
anymore.  Businesses  have  to  wake  up  and 
realize  that  if  they  want  to  get  talent  with 
these  in-demand,  hot  skills,  they're  going  to 
have  to  pay  the  market  rate,  which  has 
increased,"  says  Tom  Leung,  CEO  of  Poach- 
able,  a  careerpatchmaking  service. 
www.cio.com/article/2846249/ 

Tweet-Based  Decisions? 

What  sort  of  business  decisions  could  you 
make  if  you  merged  real-time  data  about 
consumer  sentiments  with  corporate 
databases  such  as  point-of-sale  data?  IBM 
and  Twitter  aim  to  find  out.  The  unlikely 
bedfellows  plan  to  integrate  Twitter  data 
into  IBM  analytics  tools  and  develop  new 
applications,  "in  the  future,  every  signifi¬ 
cant  business  decision  will  have  Twitter 
data  as  an  input,"  says  Chris  Moody,  Twit¬ 
ter's  vice  president  of  data  strategy. 
www.cio.com/article/284897B/ 


Have  a  comment  about  a  story  in  this 
issue?  Co  to  www.cio.com/magazine  or 
write  to  letters@cio.com, 
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©Michigan  company  helping  farmers  increase 
yield  and  profitability.  After  securing  $1  million  in 
seed  funding,  Michigan-based  FarmLogs  received  an  additional 
$4  million  in  financing  that  has  allowed  the  company  to  execute 
an  aggressive  product  growth  plan.  By  providing  growers 
revolutionary  software  to  predict  and  optimize  crop  rotations, 
as  well  as  automate  activity  data  collection,  FarmLogs  is  taking 
farming  where  it's  never  been  before.  "We've  helped  thousands 
of  farmers  around  the  world  take  advantage  of  technology," 
said  FarmLogs  CEO  and  co-founder  Jesse  Vollmar.  Because 
working  hard,  and  thinking  smarter,  is  Pure  Michigan. 


PUR 


ICHIGAN 


1.888.565.0052 

michiganbusiness.org/CIO 
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A  CIO  to  Remember 

The  CIO  community  lost  a  leader,  a  mentor  and  an  all-around  good  guy 
recently  when  Merv  Tarde,  CIO  of  Dallas-based  Interstate  Batteries,  lost 
his  battle  with  cancer.  I  first  met  Merv  in  February  2009  when  I  was  just 
getting  started  as  CIO’s  publisher. 

We  were  hosting  our  first  CIO  Perspectives  Dallas  event,  and  Merv  was 
one  of  our  CIO  advisers.  At  each  of  our  regional  conferences,  we  hold  a 
private  dinner  with  about  a  dozen  CIO  speakers  and  guests.  My  job  was  to 
moderate  the  table  discussion  and  to  make  sure  that  everyone  had  a  good 
experience. 

This  particular  dinner  was  my  maiden  voyage  as  a  moderator,  and  I  was 
a  bit  of  a  nervous  wreck.  I  was  more  than  a  little  intimidated  about  what 
to  say  to  a  table  full  of  accomplished  CIOs.  What  if  an  awkward  silence  fell 
and  no  one  said  anything?  Well,  Merv  wasn’t  the  most  boisterous  guy  at 
the  table  that  night,  but  he  had  an  uncanny  ability  for  chiming  in  at  just  the 
right  moment  to  keep  the  conversational  ball  moving.  l  ie  was  the  perfect 
wingman. 

The  next  time  I  encountered  Merv  was  a  few  years  later  at  our  CIO 
100  Symposium  event.  One  of  my  assignments  at  the  event— our  biggest 
national  conference  of  the  year— was  to  conduct  some  45-minute  video 
interviews  with  selected  CIOs.  It  was  another  first  for  me,  conducting  on- 
camera  interviews,  and  Merv  stepped  up  to  be  my  wingman  once  again. 

During  that  interview,  I  learned  how  deeply  Merv  cared  about  his  com¬ 
pany,  his  co-workers  and  especially  his  IT  team.  He  was  so  proud  of  the 
supportive,  highly  engaged  culture  at  Interstate  Batteries,  a  billion-dollar, 
privately-held  national  supplier.  With  his  additional  responsibilities  for 
facilities  and  real  estate  as  well  as  IT,  he  was  also  what  we  call  a  “CIO+1.” 

“For  me,  passion  invigorates  every  endeavor.  A  simple  coding  project 
can  become  a  far-reaching  solution  for  the  entire  system— just  by  adding 
passion,”  Merv  wrote  in  the  career  summary  on  his  Linkedln  profile  page. 
“I  see  passion  everywhere,  and  I  love  to  see  team  members  living  out  their 
passion.” 

Living  out  his  passion  was  something  Merv  did  exceedingly  well,  and 
his  generosity  of  spirit  is  something  I’ll  never  forget.  The  CIO  community 
will  miss  you,  my  friend.  We  are  better  for  having  known  you. 


Adam  Dennison,  SVP  &  Publisher 

adennison@cio.com 
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CLOUD 
FOR  THE 
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Received  the  "User's  Choice  "award 
at  World  Communication  Awards  2013. 


Recognized  as  "Best  pan-Asian  wholesale  carrier" 
at  Global  Carrier  Awards  2013. 


Received  "Best  Enterprise  Service",  "Operator  of  The  Year", 
"Wholesale  Operator  of  the  Year",  and  "CEO  of  the  Year" 
at  Asia  Communication  Awards  2014. 


Recognized  as  "Best  Cloud-Based  Service"  and 

"Best  Managed  Services  Provider"  at  Telecom  Asia  Awards  2014. 


Recognized  as  the  highest  position  "World  Class"  and 
"No.1  in  Customer  Satisfaction"  in  Ocean  82's 
"Voice  of  Customer:  Global  Data  VPN,  Issue  17". 


Powered  by  130  data  centers  worldwide 
with  network  coverage  in  196  countries/regions, 

NTT  Communications  provides  a  suite  of 
seamless  ICT  solutions  to  leading  global  enterprises. 

Based  on  strong  collaboration  between  network  and  cloud, 
enhanced  virtualization  such  as  SDN  and  NFV, 
and  advanced  automation  technologies,  we  enable 
cost-efficient,  agile,  on-demand  ICT  environments. 

Expand  your  business  globally.  Go  to  ntt.com/cio 


HITT  Communications 


Global  ICT  Partner 

Innovative.  Reliable.  Seamless. 
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TIPS  &  TAKEAWAYS  FROM  CIO  MAGAZINE  EVENTS 


Creating  the  Perfect 
Pitch  on  Cybersecurity 


What's  your  best  30-second,  CEO-level  “elevator  pitch” 
on  cybersecurity? 

Coming  up  with  one  was  an  entertaining  challenge  for 
a  panel  of  CSOs  at  our  recent  CIO  Perspectives  Houston 
event.  “Even  when  you  talk  IT  security  to  IT  people,  their 
eyes  roll  back  in  their  heads,”  said  Keith  Turpin,  CISO  of 
Universal  Weather  and  Aviation.  “Go  a  step  above  that 
to  the  executives  and  it’s  like  you’ve  walked  in  with  the 
plague.  You’re  the  Ebola  guy!” 

Nevertheless,  Turpin  and  his  fellow  panelists  gamely 
rose  to  the  task  and  offered  these  practical  ideas: 

■  Calculate  the  “soft  costs”  associated  with  data  breaches 
in  your  industry  (such  as  reputational  damage)  and  talk 
about  them  with  business  colleagues. 

■  Provide  incentives  for  the  right  employee  behaviors 
(instead  of  punishing  mistakes)  by  introducing  year-end 
bonuses  tied  to  good  security  practices. 

■  Provide  your  CEO  with  “cybersecurity  flash  reports” 
that  take  only  five  minutes  to  read  (and  lay  the  foundation 
for  that  elevator  pitch). 

-Maryfran  Johnson 


44 

Best 

security 

advice: 

"Mon  tor 

close  y. 

Detect 

early. 

Respond 

quickly." 

-LLOYD  BOYD,  CIO, 
SHALE-INLAND 


Charlie  Feld 

Founder,  Feld  Croup  Institute 


Building 

Stronger 

Teams 

How  do  you  build  strong 
teams  that  keep  employ¬ 
ees  engaged? 

The  big  ingredient  for  build¬ 
ing  high-performance  teams 
is  to  know  what  you're  look¬ 
ing  for  and  to  value  getting 
people  that  are  really  bright 
and  really  ambitious  and  give 
them  some  perspective,  The 
way  we  gave  them  perspec¬ 


tive  at  PepsiCo  was  to  move 
them  around  from  job  to 
job,  It  keeps  them  engaged 
and  creates  a  more  rounded 
individual  that  has  a  lot  of 
perspective  on  different 
functions  in  the  company  or 
on  different  technologies, 

What's  the  best  way  to 
attract  a  diverse  level  of 
talent  to  your  company? 

The  way  to  attract  people  is 
to  really  go  out  and  sell  the 
idea  of  the  company  and 
what  you're  doing.  People 
want  to  be  part  of  something 
that's  special-they  don't 
want  just  a  job,  If  you're  doing 
exciting  things  and  you're  in 
a  company  that's  growing, 
taking  risks,  then  people  will 
want  to  join  you,  But  you've 
got  to  be  able  to  go  out  and 


j  reach  out  to  them.  One  of 
|  my  favorite  ways  to  do  that 
is  to  go  to  universities  and 
develop  relationships  with 
five  or  six  different  schools. 

How  do  you  create  a 
culture  that  continually 
challenges  employees? 

The  notion  of  playing  not  to 
j  lose  versus  playing  to  win 
s  is  a  big  difference,  It  has  to 
do  with  prudent  risk-taking, 
which  means  you've  got  to 
j  create  an  environment  in  your 
j  company  or  your  organization 
where  people  are  allowed  to 
fail,  or  to  stumble  and  not  be 
reckless,  and  to  take  some 
I  chances.  If  things  go  wrong, 
j  trust  that  the  people  around 
|  you  will  come  and  help  you 
and  not  punish  you. 

- Lauren  Brousell 


PROBLEMSOLVERS 


On  company  culture: 

"People  aren't  loyal  to  companies 
L  because  companies  stopped  being 
loyal  to  people,  If  you  get  them 
|  early  and  train  them  right  they  will 
stick  around  for  a  while," 

-Charlie  Feld,  founder. 
The  Feld  Group  Institute 


On  preparing  for  cyberattacks: 

"Identify  issues  early  and  respond 
quickly,  Don't  rely  on  the  fact  that 
[hackers]  won't  get  in,  Make  it 
harder,  trip  them  up  and  monitor 
your  network." 

-Keith  Turpin,  CISO, 
Universal  Weather  &  Aviation 


On  embracing  digital: 

"They  are  looking  for  us  [as  execu¬ 
tives]  to  go  first.  It's  hard  to  lead 
digital  when  you  are  still  in  the 
analog  world." 

-Randy  Pennington,  president, 
Pennington  Performance  Group 
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Security  Standards 

FIGHTING  THE  GOOD  FIGHT  FOR  PAYMENT  DATA  SECURITY 

Stephen  w.  Orfei,  General  Manager  for  the  PCI  Security  Standards  Council. 

Mr.  Orfei  is  a  recognized  expert  in  global  payment  platforms,  e-commerce,  mobile 
payments,  transit  and  cybersecurity. 

The  holiday  shopping  season  is  done,  but  there's  no  resting  easy  when  it  comes  to 
protecting  customer  payment  data.  Stephen  w.  Orfei  discusses  how  the  PCI  Security 
Standards  Council  is  ready  to  help  businesses  start  the  New  Year  off  on  the  right  foot. 


The  Payment  Card  Industry's  Data 
Security  Standard  (PCI  DSS)  v.  3 
becomes  mandatory  as  of  January 
1,  2015.  is  compliance  enough? 

Just  focusing  on  "compliance"  is  never 
enough.  Security  isn't  about  checking  a 
box  to  pass  an  annual  audit.  It's  about 
ongoing  vigilance  and  multiple  layers 
that  address  people,  process,  and 
technology.  We  have  to  shift  from  a 
compliance  orientation  to  a  prioritized 
risk-based  approach  that's  ingrained  in 
the  organizational  DNA.  The  good  news 
is  that  today's  security  technology  makes 
it  easier  for  IT  personnel  to  transition  to  a 
risk-based  posture.  The  PCI  DSS  provides 
the  foundation  for  this  approach,  helping 
businesses  detect,  prevent  and  defend 
against  attacks.  And  the  malware  attacks 
and  hacks  we're  seeing  are  preventable— 
but  it's  important  to  focus  on  security, 
not  compliance. 

How  can  folks  bridge  the  gap 
between  business  and  IT  regarding 
the  importance  of  a  data  security 
culture? 

We're  seeing  less  and  less  of  a  disconnect. 
Breaches  now  have  the  attention  of 
the  C-level  suite;  CEOs  recognize  how 
fundamental  cybersecurity  is  to  their 
brand.  It's  job  security  and  helps  drive  24/7 
vigilance  throughout  the  organization. 


Security  « 

Standards  Council 


That's  good,  because  collaboration  is 
the  only  way  forward,  inside  a  business 
and  across  the  payment  ecosystem.  My 
vision  is  for  the  Council  to  be  a  Center 
of  Excellence  for  that  ecosystem— a 
trusted  source  for  all  payment  security 
matters  where  companies  can  turn  for 
guidance,  best  practices,  standards,  and 
vetted  solutions,  we  want  to  educate  on 
multiple  levels,  provide  thought  leadership 
on  a  global  scale,  and  offer  solutions  that 
simplify  payment  security  for  today's  multi¬ 
channel  businesses.  And  we  can,  because 
we  collaborate  with  all  parties  involved 
-  including  technology  solution  vendors, 
service  providers,  forensics  investigators, 
acquiring  banks  and  financial  institutions, 
and  the  payment  brands. 

what  does  U.S.  EMV  chip  adoption 
mean  for  PCI  DSS? 

EMV  chip  and  PCI  DSS  are  a  strong 
combination.  EMV  chip  does  an 
extraordinary  job  of  reducing  fraud  in  a 
face-to-face  environment. 

But  it  doesn't  defend  card-not-present 
transactions.  EMV  is  a  critical  security 
layer,  but  when  you  couple  it  with  PCI 
DSS  you  have  a  very  effective  defense 
against  all  types  of  hacks  and  attacks. 
With  EMV  chip  at  the  point-of-sale, 
and  point-to-point  encryption  and 
tokenization  technologies  bundled 
properly,  you  can  devalue  the  data  so 
it's  useless  in  the  hands  of  criminals. 
That  is  the  end  game. 


Looking  ahead,  how  does  PCI  fit 
into  mobile  payments  activity? 

Mobile  is  the  future  of  payments.  We 
already  have  very  good  guidance  and 


"Security  isn't 
about  checking 
a  box  to  pass  an 
annual  audit.  It's 
about  ongoing 
vigilance  and 
multiple  layers 
that  address 
people,  process 
and  technology." 


best  practices  for  mobile  security  and 
cloud  computing.  Expect  us  to  continue 
to  be  active  in  this  space;  that  includes 
providing  the  app  developer  community 
with  criteria  and  guidance  on  securing 
payment  apps  by  using  technologies 
like  point-to-point  encryption  and 
tokenization. 


Strategic  Marketing  Services 


PHOTO  BY  SHUTTERSTOCK 


All  Data  Considered 


A  public  broadcaster  improves  data  quality  to  build  more  precise- 
and  lucrative-marketing  campaigns  by  mary  k.  pratt 


Public  TV  and  radio  station  WGBH  wanted  to  build  deeper  relationships  with  current  and  poten¬ 
tial  members,  but  the  Boston-area  PBS  and  NPR  affiliate  couldn’t  easily  analyze  its  donor  data  from 
within  its  Salesforce  customer  relationship  management  system.  That  put  targeted  marketing  efforts 
beyond  reach,  says  Cate  Twohill,  the  station’s  senior  director  and  managing  partner  for  CRM  services. 

Using  RedPoint  Global’s  Interaction  and  Data  Management  tools,  Twohill’s  team  mirrored  the 
Salesforce  data,  to  clean  and  analyze  member  information.  Ultimately,  WGBH  wanted  to  find  out 
which  marketing  programs  appeal  to  which  donors  and  to  potential  members. 

WGBH  pays  $140,000  annually  for  RedPoint  tools  and  services  and  is  already  seeing  returns, 
Twohill  says.  The  station  cut  80,000  duplicate  records,  saving  $100,000  by  eliminating  double 
mailings.  Also,  the  station  now  automates  administrative  portions  of  membership  renewal  cam¬ 
paigns,  which  used  to  take  1,200  hours  every  year  to  run.  So  far,  the  new  tools  have  cut  hours  in  half. 

Most  important  for  growth,  WGBH  now  segments  consumers  for  targeted  appeals,  ►  ► 
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selecting  people  likely  to  show  interest  in, 
say,  a  wine  tasting  or  a  family  event.  “We 
can  send  people  information  based  on  the 
data  and  then  track  who  opens  emails  and 
who  gives  gifts  based  on  [specific  appeals],” 

Twohill  says. 

Ted  Friedman,  an  analyst  at  Gartner,  says 
WGBH’s  deployment  of  customer  analytics 
follows  a  growing  trend  of  organizations 
focusing  on  data  quality.  Tools  that  help  the 
quality  effort  are  in  high  demand,  Friedman 
says,  but  these  products  aren’t  as  simple  to 
use  as  they  could  be.  For  example,  they  often 
don’t  integrate  easily  with  other  customer 
and  analytics  systems  and  could  use  better 
visualization  capabilities,  he  says. 

At  WGBH,  Twohill’s  group  now  embarks  on  more  ambitious 
marketing  initiatives  than  it  could  in  the  past.  For  example,  the 
station  borrows  demographic 
and  other  data  from  similar 
organizations,  such  as  National 
Geographic  and  other  PBS  sta¬ 
tions,  to  analyze  against  its  own. 

Before,  Twohill  shied  away 
from  experimenting  with  such 
potentially  useful  borrowed  data 
because  it  would  have  been  dif¬ 
ficult  to  keep  it  segregated  if  she  put  it  in  the  Salesforce  system 
for  analysis.  That’s  because  of  data  management  rules  built  into 
Salesforce  tools,  she  says.  “We  don’t  want  to  push  data  in  that 
inadvertently  gets  kept,”  she  says.  That  would  violate  terms  of 
WGBFI’s  agreements  with  organizations  that  share  their  data. 

WGBH  has  also  been  able  to  identify  neighborhoods  with  a 
high  volume  of  active  donors  and  target  areas  with  the  highest 
potential  receptiveness  for  door-to-door  canvassing,  creating 
maps  with  such  detailed  information  as  membership  satura¬ 
tion  levels  by  neighborhood. 

There’s  no  doubt  that  nonprofit  WGBH  is  seeing  ROI, 
Twohill  says.  The  station’s  membership  renewal  rate  is  up  10 
percent  in  the  past  year,  and  revenue  is  up  11  percent.  She  cred¬ 
its  insights  from  better  analysis  and  targeted  marketing  for  80 
percent  of  those  increases.  “We  have  the  technology  in  place 
to  be  better  marketers,”  she  says,  “because  now  we  can  be  as 
flexible  and  as  sophisticated  as  we  want.” 

Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts, 


Companies  where  the  board  of  directors  has  a  keen  interest 
in  IT  security  are  more  likely  to  have  strong  security  policies, 
such  as  data  encryption 


SURVEY 


We  can  be  as 
flexible  and 
sophisticated 
as  we  want." 

-Cate  Twohill,  senior  director 
and  managing  partner  for 
CRM  services,  WGBH 
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Facebook  . 
Chat  Rooms 
Raise  Risks 

A  mobile  app  from  Facebook  could  give  CIOs 
and  IT  managers  new  headaches.  Facebook 
Rooms,  the  latest  in  a  series  of  niche  apps 
developed  by  Facebook's  Creative  Labs  divi¬ 
sion,  lets  users  anonymously  create  and  join 
small  online  communities  on  specific  topics. 

The  Rooms  app  is  separate  from  Face- 
book's  well-known  social  network.  In  Rooms, 
nicknames  and  pseudonyms  are  encouraged 
and  can  be  changed  from  room  to  room.  For 
example,  a  user  who  joins  a  room  for  bourbon 
enthusiasts  could  use  the  nickname  "Belly- 
FullOf  Bourbon,"  then  jump  to  a  coffee  lover's 
room  using  a  name  like  "JavaToTheBone." 

Some  IT  organizations  already  block  access 
to  social  media  sites  on  company-owned 
devices,  due  to  concerns  about  productivity 
losses  or  legal  liability,  and  the  new  app  could 
make  more  IT  departments  nervous. 

They  might  be  wary  of  employees  using  cor¬ 
porate  networks  to  engage  in  online  activities 
they  would  shy  away  from  if  they  had  to  use 
their  real  names.  For  example,  a  disgruntled 
worker  could  create  a  room  to  bash  his  or  her 
employer  or  share  confidential  data,  with  little 
fear  of  being  tracked  down.  -Matt  Kapko 
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Consumers  who  say  that  high-tech  options  for  ordering  and 
payment  make  dining  out  more  fun.  National  Restaurant  Association  •••••••• . 
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Go  Play  With  Technology 


Experimentation  beats  gathering  reguirements  into  a  big  document.  It's  time  to 
switch  from  planning-and-deployingtobuying-and-trying.  by  steve  andriole 
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Back  in  the  day,  technology  was  deployed  only 
after  a  thorough  “requirements  analysis.”  We 
got  buy-in  from  business  sponsors  based  on 
the  size  and  specificity  of  the  formal  require¬ 
ments  documents— even  if  the  real  require¬ 
ments  were  still  hiding  somewhere  in  poorly  understood 
business  processes. 

But  we  proceeded  anyway.  We  all  know 
how  those  kinds  of  projects  turned  out. 

Today,  requirements  are  just  as  often 
discovered  as  they  were  defined  yesterday. 

Companies  buy  or  rent  technology  to  test 
how  it  might  affect  their  business— before 
making  large  investments  in  requirements 
analyses.  In  fact,  if  a  company  takes  a  year 
or  two  to  validate  requirements,  the  tech¬ 
nologies  under  consideration  will  likely  be 
obsolete. 

While  there  are  still  projects  that 
demand  wide,  deep  and  painfully  long  requirements 
modeling,  there  are  just  as  many  that  challenge  the  whole 
requirements-first/technology-second  model.  This  is 
because  potential  technology  solutions  emerge  fast,  and 
technology  is  better  out  of  the  gate  than  it  ever  was.  Plus, 
cloud  delivery  enables  fast  and  cheap  experimentation. 

CIOs  should  organize  teams  to  play  with  this  “ready 
technology”  as  fast  as  it  can  be  explored.  CIOs  should 
rethink  how  they  find,  assess  and  deploy  technologies. 
Perhaps  most  importantly,  CIOs  should  share  the  experi¬ 
mentation  process  with  their  business  partners. 

When  iPads  arrived,  they  could  be  found  first  in  mar¬ 
keting  departments  and  executive  suites  that  bought  a 
bunch  of  them  to  see  what  they  could  do.  No  requirements- 
gathering  necessary.  Sales  and  marketing  teams  then  hired 
consultants  to  develop  fast-and-cheap  mobile  apps.  Then 
they  went  into  the  field  to  figure  out  what  benefits  those 
tablets  could  produce  with  fun,  sometimes  leave-behind, 
applications.  Once  they  determined  that  iPads  were  ben¬ 
eficial,  some  of  them  went  to  their  CIOs  for  suggestions  and 


support— but  many  did  not. 

Similarly,  how  many  business  units  opened  their  own 
sales  management  cloud  accounts  before  their  enterprise 
CIOs  knew  anything  about  what  they  were  doing?  Con- 
sumerized  devices  and  cloud  delivery  have  given  new 
opportunities  to  “shadow  IT.”  The  shadows  are  now  larger 
and  darker  than  ever  before:  consumer- 
ized  technology  and  cloud  delivery  make 
it  easier  to  hide. 

So  CIOs  should  not  be  surprised  by 
emerging  technologies  and  their  sometime 
clandestine  infiltration  into  the  business 
units.  They  should  cooperate  with  busi¬ 
ness  units  that  want  to  play  with  emerging 
technologies  like  biometrics,  wearables, 
electronic  payments,  unstructured  data 
analytics  and  deep  learning.  Companies 
will  not  fully  understand  the  business 
potential  of  these  and  other  emerging  tech¬ 
nologies  until  they  experiment  with  them.  It’s  time  to  buy 
and  play,  not  plan  and  deploy. 

The  goal  is  to  bring  IT  experimentation  and  adoption 
out  of  the  shadows.  CIOs  need  to  lead  this  process  as  often 
as  possible,  but  when  a  business  unit  gets  there  first,  they 
should  not  start  a  governance  war  they  cannot  win.  CIOs 
should— with  wide  smiles  and  supporting  budgets—  offer 
their  business  partners  three  classic  IT  services:  tests  and 
demonstrations  of  technology,  analysis  of  the  business 
benefits  and  answers  to  questions  about  service  delivery, 
cost  and  security. 

Now  go  play  with  technology.  It’s  more  fun  today  than  it 
ever  was,  and  you’ll  meet  friends  you  never  knew  you  had, 
coming  out  of  the  shadows. 


Steve  Andriole  is  the  Thomas  G,  Labrecque  Professor  of  Business 
Technology  at  Villanova  University's  School  of  Business,  He  has 
served  as  a  CIO,  CTO  and  consultant  to  many  large  and  small  com¬ 
panies,  and  he  is  the  author  of  the  new  book  Ready  Technology: 
Fast-Tracking  New  Business  Technologies. 


Technology  is 
more  fun  today 
than  it  ever  was 
and  you'll  meet 
friends  you 
never  knew 
you  had, 
coming  out  of 
the  shadows. 
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Car  Crisis?  Help  Is  on  the  Way. 

Agero's  mobile  app  eases  customer  anxiety  by  keeping  stranded  motorists 
informed  about  the  location  of  their  tow  truck  by  lauren  brousell 


CUSTOMER  SERVICE  Being  stuck  on 
the  side  of  the  road  with  your  car  bro¬ 
ken  down  is  no  fun.  And  waiting  for  a 
tow  truck  can  be  more  frustrating  than 
waiting  for  the  cable  guy. 

Agero,  a  company  that  provides 
roadside  assistance  and  other  auto¬ 
motive  services,  is  trying  to  take  the 
guesswork  out  of  when  help  will 
arrive.  “Consumer  expectations  are 
evolving,  and  [services  like]  Uber 
have  changed  the  landscape,”  says 
Jeff  Blecher,  senior  vice  president  of 
strategy  at  Agero.  “We  said,  ‘There’s  a 
better  solution  here.’”  Agero’s  Road¬ 
side  Connect  system  aims  to  make 
roadside  assistance  easier  for  all  par¬ 
ties  involved:  stranded  drivers,  tow 
truck  companies  and  Agero  employ¬ 
ees  who  dispatch  the  service  trucks. 

If  a  driver  is  having  car  trouble, 
he  can  call  Agero,  use  OnStar-like 
services  or  file  a  request  through 


the  Roadside  Connect  mobile  app. 
Agero’s  contact  center  then  assigns 
an  available  and  nearby  truck  best 
suited  for  the  specific  problem,  such 
as  a  car  accident,  flat  tire  or  dead 
battery.  The  tow  truck  company  can 
view  the  alert,  which  is  tagged  by 
location,  vehicle  type  and  problem 
type,  and  send  out  a  truck  for  service. 

While  waiting,  the  stranded 
driver  can  use  the  mobile  app  to  track 
the  truck’s  whereabouts  on  a  map  in 
real  time.  “Seeing  that  in  real  time 
reduces  their  anxiety  level  in  a  stress¬ 
ful  situation,”  says  Blecher. 

Agero  sends  a  text  message  noti¬ 
fying  the  stranded  driver  when  the 
service  truck  is  10  minutes  away. 
Then  the  mobile  app  uses  geofenc¬ 
ing  technology  to  detect  when  the 
tow  truck  arrives,  and  shows  Agero 
employees  that  help  is  on  scene. 

It’s  an  example  of  a  business 


“embracing  location-based  ser¬ 
vices  to  improve  customer  experi¬ 
ence,”  says  Gartner  analyst  Thilo 
Koslowski.  “It  provides  [consumers] 
with  peace  of  mfiid.” 

Since  the  launch  of  Roadside 
Connect,  which  won  a  2014  CIO  100 
award,  Agero  has  improved  the  loca¬ 
tion  accuracy  for  tow  trucks  by  90 
percent  through  the  use  of  GPS  and 
has  reduced  the  customer  wait  time 
by  eight  minutes. 

In  mid-November,  Agero 
enhanced  the  system  with  predictive 
analytics  about  storms  that  could 
affect  local  driving  conditions.  This 
helps  Agero  anticipate  higher  call 
volumes  and  respond  faster  to  cus¬ 
tomer  requests  for  assistance. 

Contact  Senior  Writer  Lauren  Brousell  at 
lbrousell@cio.com.  Follow  her  on  Twitter: 
(Wlbrousell. 


Translation  App  Helps  Tourists 

GLOBAL  Mobile  carrier  NTT  DoCoMo  is  introduc¬ 
ing  an  app  called  Jspeak  that's  designed  to  instantly 
translate  spoken  Japanese  into  English  and  other 
languages  and  vice  versa. 

Compared  to  other  translation  apps,  Jspeak  has 
more  detailed  and  dedicated  phrases  for  situations  that 
travelers  encounter,  the  company  claims.  For  instance, 
it  will  have  appropriate  options  for  travelers  who  go 
to  restaurants  or  hospitals,  a  DoCoMo  spokeswoman 
says.  Its  roster  of  more  than  700  phrases  includes 
"What  dishes  are  recommended?"  among  others. 

Set  to  roll  out  ahead  of  the  2020  Olympics  in 
Tokyo,  Jspeak  will  also  translate  Japanese  into  Chi¬ 
nese,  French,  German,  Indonesian,  Italian,  Korean, 
Portuguese,  Spanish  and  Thai,  and  vice  versa. 

-Tim  Hornyak 


Device  Management  Matures 

DEVICES  Rollins,  a  company  that  provides  pest-control 
services  through  10  subsidiaries,  including  Orkin,  recently 
selected  Digital  Management  Inc.  (DMI)  to  provide  mobile 
device  management  that  goes  beyond  the  usual  services. 

"If  you  talked  about  mobile  device  management  three  years 
ago,  it  was  all  about  being  able  to  locate  a  device  and...dis- 
able  [it]  should  it  get  away,"  says  Bryan  Larrieu,  managing 
director  of  IT  customer  service  at  Rollins.  "Today,  from  a 
managed  services  standpoint,  it's  a  lot  more  feature-rich." 

DMI's  contract  with  Rollins  covers  more  than  5,000 
company-owned  devices,  many  used  by  service  technicians. 
DMI  says  it  can  get  replacement  devices  to  the  field  the  day 
after  a  mishap  occurs,  if  DMI  receives  the  request  by  mid- 
afternoon.  DMI  also  provides  device  configuration  services, 
with  as  many  changes  as  possible  accomplished  over  the  air 
to  minimize  business  disruption.  - John  Moore 
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Up  to  4  PCI-E  SSDs  •  Four  or  Two  Hot-Pluggable  Nodes  in  2U 


Supports  up  to:  18  Cores  and  145WTDP  Intel®  Xeon®  processor  E5-2600  v3  Product  Families 


1TB  DDR4-2133MHz  in  16  DIMMs  •  SAS  3.0  (12Gbps)  •  12  HDDs/1  U  .  10GBase-T/ FDR  IB 


NVMe  •  Redundant  Titanium/Platinum  Level  Digital  Power  Supplies 


Twin  Pro " 

SYS-2028TP-D  Series 
SYS-6028TP-D  Series  (NVMe) 


SYS-2028TP-H  Series 
SYS-6028TP-H  Series 


Four  or  Two  hot-pluggable  Systems  (Nodes)  in  a  2U  form  factor. 
Each  Node  supports  up  to: 


1TB  DDR4-2133MHz  memory  in  16  DIMM  slots 
1  PCI-E  3.0  xl  6, 1  PCI-E  3.0  xl  6"0"slot;  and  1  PCI-E  3.0  x8  slot  (TwinPro™) 

8  SAS  3.0  (12Gbps)  ports  with  LSI®  3108/3008  controller,  with 
optional  SuperCap  (CacheVault) 

8  SATA  3.0  (6Gbps)  ports  with  Intel®  C61 2  controller 

\  ■ 

4  ports  NVMe 

1 2  (TwinPro)  or  6  (TwinPro2)  hot-swap  2.5"HDD  bays  per  Node 

FDR  (56Gbps)  InfiniBand,  Dual  lOGBase-T or  Dual  Gigabit  Ethernet  LAN  options 

RedundantTitanium  (96%+) /Platinum  (95%+)  Level  Digital  power  supplies 

Integrated  IPMI  2.0  plus  KVM  with  dedicated  LAN 

GPU/Xeon  Phi™,  SATA-DOM  and  MSATA  support 

Up  to  1 8  Cores  and  1 45WTDP  dual  Intel®  Xeon®  Processor  E5-2600  v3  product  family 


M Digital!  We  P  wer  the  Cloud  > 

www.supermicro.com/TwinPro 
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leadership  and 
operational  excellence 


Take  Control  of  Your  Cloud 


Retailer  Chico's  curbs  its  use  of  Amazon's  cloud  to  get  more 
say  with  a  smaller  vendor  by  Stephanie  overby 

“Nobody  ever  got  fired  for  buying  IBM,”  as  the  old  IT  bon  mot  goes.  The  corollary  for  today’s  cloud- 
based  world  could  well  be,  “Nobody  ever  got  fired  for  signing  a  deal  with  Amazon.com.” 

Inking  a  standard  infrastructure-as-a-service  deal  with  the  big-name  provider  has  clear  benefits 
for  many  companies— scalability,  flexibility,  lower  capital  costs.  But  in  exchange,  cloud  customers 
have  typically  given  up  much  control. 

When  Chico’s  CIO  Eric  Singleton  first  signed  a  deal  with  Amazon  Web  Services  to  put  the 
retailer’s  new  customer  information  analytics  systems  in  the  cloud  in  mid-2013,  that  was  a  reason¬ 
able  trade-off.  He  wanted  to  get  up  and  running  quickly  with  a  small  pilot. 

But  Singleton  always  knew  he’d  look  elsewhere  for  cloud  services  before  rolling  out  the  analyt¬ 
ics  tools  enterprisewide  last  fall.  He  wanted  more  say  in  how  the  software  and  data  would  ►  ► 


'mwm 


Chico's  CIO  Eric  Singleton 

says  some  software  requires 
cloud  tuning  unavailable  from 
big  providers  such  as  Amazon. 
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Thai  Lee 

CEO  AND  PRESIDENT, 

SHI  INTERNATIONAL  CORP. 


Scott  Collison 

VICE  PRESIDENT 

HYBRID  PLATFORM,  VMWARE 


FOR  MORE  INFORMATION: 
go  to  vCloud.vmware.com  and 
www.shi.com 
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Thriving  in  the  Cloud  Era 

Partner  perspectives  on  how  to  simplify  and 
streamline  operations. 


SHI  International  helps  IT  organizations  real¬ 
ize  the  potential  of  VMware  technology  and 
was  named  VMware  Solution  Partner  of  the 
Year  (Americas)  earlier  this  year.  SHI  CEO  and 
President  Thai  Lee  and  VMware  Vice  Presi¬ 
dent  Scott  Collison  discuss  howto  leverage  a 
hybrid  cloud  to  transform  your  data  center, 
making  your  business  more  agile,  competitive 
and  cost-effective. 

What  makes  VMware's  approach  different, 
and  how  does  it  benefit  customers? 

TL:  IT  managers  are  bombarded  by  pitches 
from  technology  companies  and  must  con¬ 
stantly  weigh  how  to  best  meet  the  needs  of 
the  enterprise  and  individual  business  units. 
VMware’s  approach  extends  an  organiza¬ 
tion’s  virtualized  infrastructure,  with  built-in 
flexibility  for  growth  and  change.  Channel 
partners  support  this  by  providing  custom¬ 
ized  support. 

SC:  vCloud  Air  makes  it  super  simple  for  cus¬ 
tomers  to  integrate  and  extend  their  on-prem- 
ises  infrastructure  with  a  public  cloud  service, 
and  SHI  makes  the  path  to  a  true  hybrid  cloud 
even  easier.  If  you’re  running  our  manage¬ 
ment  tools  today,  you’re  literally  a  few  clicks 
away  from  extending  your  virtual  machine 
network  rules,  configuration  standards  and 
software  packages  to  the  cloud. 

What's  a  use  case  you  can  now  solve  that  a 
traditional  public  cloud  service  couldn't? 

TL:  Most  organizations  prefer  to  man¬ 
age  cloud  services  as  they  do  traditional  IT 
purchases.  VMware  delivers  a  trusted  hybrid 
solution  managed  by  the  IT  department  and 
delivered  through  die  channel.  Our  combined 
solutions  empower  customers  by  providing 
greater  insight  and  governance  while  reducing 
unwanted  sprawl  and  rogue  cloud  spending. 
SC:  Our  service  makes  disaster  recovery  and 
new  application  development  radically  easier. 
The  most  exciting  use  case  revolves  around 
“hybrid  enterprise  apps,”  a  new  class  of  enter¬ 
prise  applications  that  requires  architectures 
spanning  on-premises  and  public  cloud  ser¬ 
vices,  such  as  customer-facing  apps  for  order 


management  or  support,  or  mobile  apps  for 
field  services  or  sales. 

How  are  VMware's  cloud  services  help¬ 
ing  organizations  protect  business-critical 
information  against  downtime? 

TL:  Many  customers  already  use  VMware 
to  run  business-critical  workloads.  vCloud 
Air  enables  off-premises  replication  of  those 
internal  environments  without  the  time  and 
effort  required  just  a  few  short  years  ago— at  a 
lower  cost  and  without  the  need  to  rearchitect 
applications. 

What  are  some  of  the  greatest  challenges 
with  and  best  practices  for  a  hybrid  cloud? 

TL:  As  applications  become  technically  easier 
to  transition  to  a  public  cloud,  it  becomes 
increasingly  easy  for  those  transitions  to  make 
an  organization  noncompliant.  An  active,  vi¬ 
able  IT  asset  management  strategy  supported 
by  a  knowledgeable  partner  is  key  to  under¬ 
standing  which  applications  are  internal  only, 
which  are  hybrid  and  the  relative  impact  on 
the  volume  licensing  rules  of  each  publisher. 
SC:  Start  with  small  projects,  and  focus  on 
quick  successes  to  overcome  the  perceived 
risks  of  utilizing  any  public  cloud  service. 

To  save  time  and  alleviate  future  production 
headaches,  address  issues  such  as  platform 
consistency,  infrastructure  compatibility, 
security  standards  and  management  up  front. 

What  key  trends  are  driving  decisions  on 
which  cloud  environments  to  deploy? 

SC:  VMware  is  attacking  the  three  blind  spots 
that  companies  discover  when  they  start  using 
traditional  cloud  services  for  enterprise  use 
cases:  cost,  security  and  silos.  Many  business¬ 
es  want  better  predictability  and  simplicity  in 
managing  cloud  service  costs,  so  vCloud  Air 
services  align  with  how  customers  purchase 
and  manage  enterprise  IT  budgets.  Applica¬ 
tions  hosted  on  vCloud  Air  do  not  need  to  be 
reworked  to  configure  security  controls  and 
rules.  VMware  is  preparing  for  a  world  where 
CIOs  manage  public  or  private  cloud  infra¬ 
structures  as  a  single  integrated  platform. 


►  ►  Cloud  Control  Continued  from  page  18 


be  handled  in  the  cloud.  “Hardware  selection  does  have 
an  impact  on  overall  system  performance  and  scalabil¬ 
ity,”  Singleton  explains.  He  wanted  to  be  able  to  choose 
the  specific  machines  and  configurations  that  would 
make  his  software  run  best.  So  last  summer,  he  reduced 
Chico’s  reliance  on  Amazon  and  switched  to  Contegix, 
a  St.  Louis-based  cloud  provider  with  an  emphasis  on 
customization. 

“It  gave  us  the  latitude  to  have  a  more  intimate  rela¬ 
tionship,”  says  Singleton,  “where  we  could  go  to  bare 
metal  servers,”  which  are  not  virtualized,  enabling  them 
to  offer  performance  and  speed  similar  to  dedicated  serv¬ 
ers.  Chico’s  can  also  help  direct  the  configuration  of  its 
cloud  infrastructure  with  Contegix,  he  says. 

“The  public  cloud  model  is  rooted  in  delivering  one- 
size-fits-all  services  and  using  process  and  technology 
efficiencies  to  keep  pricing  down,”  says  Jonathan  Shaw, 
principal  with  management  consultancy  Pace  Harmon. 
“There  will  always  be  customers  for  whom  Amazon’s 
services  are  an  excellent  fit,”  Shaw  says,  “[but]  follow¬ 
ing  the  explosive  growth  of  cloud  services  over  the  past 
few  years,  the  market  now  has  sufficient  scale  to  sup¬ 
port  entrants  with  solutions  targeted  to  address  more 
nuanced  needs.” 


Getting  What  You  Want 

The  custom  cloud  isn’t  right  for  everyone.  But  it’s  a  good 
fit  for  anyone  looking  to  boost  software  performance 
with  hardware  choices  outside  the  scope  of  typical 
infrastructure-as-a-service  offerings,  Singleton  says. 
Specifically,  Chico’s  has  a  platform-as-a  service  product 
from  vendor  Disco  .Systems  that  serves  as  the  founda¬ 
tion  for  a  set  of  employee-  and  customer-facing  appli¬ 
cations,  including  Customer  Book,  which  was  rolled 
out  to  all  Chico’s  stores  last  year.  Sales  associates  get 
reports  on  their  iPads  about  individual  customers,  to 
help  with  sales.  The  app  is  part  of  what  Singleton  calls 
Chico’s  “digital  retail  theatre,”  a  software  suite  designed 
to  stitch  together  and  analyze  the  totality  of  a  customers’ 
experience  across  channels  to  provide  more  personal¬ 
ized  service  in  stores. 

Singleton  admits  that  he  might  have  negotiated  a 
similar  deal  with  Amazon,  and  there  was  no  dissatis¬ 
faction  with  service.  “But  it  wasn’t  about  that,”  he  says. 
“It  was  the  simplicity  and  ease  with  which  we  could  have 
that  latitude  with  Contegix.  The  bigger  you  go,  the  less 
flexibility  you  get.”  Indeed,  Chico’s  was  able  to  customize 
quite  a  bit— selecting  server  configuration,  number  of 
services  and  virtual  machine  configurations.  “Basically, 
it’s  the  cloud  the  way  we  want  it,”  he  says. 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 


PRESCRIPTIVE  ANALYTICS 


"I" 


IIT'S  THE  NEXT  STEP  IN  ANALYTICS.  First  there  was 
descriptive  analytics,  using  data  to  describe  current  or 
past  circumstances.  Then  came  predictive  analytics, 
analyzing  data  to  predict  a  future  outcome.  Prescrip¬ 
tive  analytics  suggests  the  best  option  for  handling  that 
future  scenario.  "Prescriptive  tells  you  the  best  way  to  get  to 
where  you  want  to  be,"  says  Anne  Robinson,  director  of  sup¬ 
ply  chain  analytics  at  Verizon  Wireless  and  a  past  president 
of  INFORMS,  a  society  for  analytics  a nd  operations  research 
professionals.  "If  you  want  to  differentiate  yourself,  the  next 
step  is  the  prescriptive  tool  box." 


2  IT  REQUIRES  MORE  DATA  INTEGRATION.  Data  sci¬ 
entists  typically  spend  about  three-quarters  of  their 
time  preparing  data  sets  and  only  a  quarter  running 
analysis,  says  Forrester  Research  analyst  Mike  Gualt- 
ieri.  That  imbalance  could  worsen  with  prescriptive  analytics, 
he  says.  CIOs  can  help  by  making  it  easier  and  faster  to  com¬ 
pile  the  required  data. 
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3  THE  CIO  ROLE:  EVANGELIST.  Strategic-minded 

CIOs  should  study  the  technologies  and  then  sell  the 
opportunities.  "CIOs  need  to  become  evangelists  on 
how  the  business  can  bring  improvement  through 
prescriptive  analytics,"  says  Tom  Davenport,  a  Babson  Col¬ 
lege  professor  and  author  of  Big  Data  at  Work.  The  organi¬ 
zation  needs  to  be  strategic  in  its  approach  to  prescriptive 
analytics-which  requires  collaboration  among  senior  execu¬ 
tives,  says  Rajeev  Bukralia,  an  associate  lecturer  in  the  com¬ 
puter  science  department  at  the  University  of  Wisconsin  at 
Green  Bay  and  the  university's  former  CIO. 


4 THERE'S  A  NEED  FOR  SPEED.  The  results  of  a  pre¬ 
scriptive  analytics  program  could  facilitate  long-range 
planning,  but  they  might  also  be  needed  to  determine 
immediate  actions  in  business  processes.  "There  are 
some  situations  where  we  need  to  execute  those  prescrip¬ 
tive  analytics  in  real  time,"  Gualtieri  says.  Consequently,  the 
IT  infrastructure  needs  to  be  capable  of  analyzing  informa¬ 
tion  and  delivering  findings  almost  instantaneously. 


5  IT  WON'T  REPLACE  HUMAN  JUDGMENT.  "Prescrip¬ 
tive  analytics  isn't  about  technology,"  Bukralia  says. 
Instead,  it's  about  people  asking  the  right  questions 
and  knowing  how  to  react  to  the  findings.  So  if  a 
prescriptive  analytics  program  is  to  be  successful,  the  orga¬ 
nization  must  have  the  right  people  in  place  and  get  buy-in 
from  those  affected.  CIOs  can  help  by  lending  their  change 
management  skills-and  by  knowing  how  to  balance  technol¬ 
ogy-driven  information  and  human  judgment.  "You  still  need 
to  give  front-line  workers  some  degree  of  autonomy,"  Daven¬ 
port  says.  -Mary  K.  Pratt 
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“Aggregated  and 
normalized  patient  data?” 

Frank  just  feels  better. 


HealthShare  transforms  care  by  sharing  health  information 


A  HealthShare  Success  Story:  Rhode  Island  Quality  Institute 


Using  InterSystems  HealthShare®,  the  Rhode  Island 
Quality  Institute’s  health  information  exchange, 
CurrentCare,  is  helping  everyone  get  the  results  they 
need.  Patients  are  getting  the  safe  quality  care  they 
need  to  feel  better.  Doctors  and  nurses  are  getting  the 
information  they  need,  when,  where,  and  how  they 
need  it,  to  make  the  best  care  decisions. 

“Aggregated  and  normalized  patient  data”?  That’s  one 
of  many  HealthShare  capabilities  for  solving  your 
toughest  healthcare  IT  challenges. 

Read  a  case  study  on  Rhode  Island  Quality  Institute 
and  CurrentCare  at  InterSystems.com/PatientlF 


“The  comprehensive  patient  record 
we’re  building  with  HealthShare  is 
giving  providers  across  the  state  the 
information  they  need  to  deliver  the 
best  care.” 


Laura  Adams, 
President  &  CEO 
Rhode  Island  Quality  Institute 
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The  Down-to-Earth  Approach 

Giants  in  the  Cloud:  An  IDG  special  report  finds  that  IT  chiefs  at  big  corporations 
are  a  practical  bunch  when  it  comes  to  cloud  adoption  by  ann  bednarz 


CIOs  are  taking  a  pragmatic  approach 
to  cloud  computing,  selectively  launch- 
ing  software-as-a-service  (SaaS) 
applications  and  shifting  resources 
to  infrastructure-as-a-service  (IaaS) 
platforms  while  building  their  own 
private  clouds. 

In  interviews  with  IT  chiefs  at 
16  large  enterprises,  we  found  that 
everybody  is  doing  some  form  of  cloud 
computing,  but  nobody  is  all  in.  Their 
optimism  is  tempered  by  the  chal¬ 
lenges  posed  by  decades  of  investments 
in  legacy  systems. 

As  Ray  Voelker,  CIO  at  Progressive 
Insurance,  says:  It  would  be  “a  whole 
new  ballgame”  if  Progressive  were  a 
midsize  business  that  didn’t  have  an 
extensive  data  center  operation,  but 
“we  already  have  assets  we  own  that 
we  can  leverage.” 

Progressive  uses  the  public  cloud 
mainly  for  SaaS  applications  that 
aren’t  mission-critical,  such  as  HR 
management.  On  the  infrastructure 
side,  Progressive  uses  IaaS  largely 
for  experimentation.  Broader  use  of 
the  public  cloud  is  a  ways  off.  “We’re 
likely  to  continue  to  watch  the  move 
toward  hybrid  clouds  very  closely  as 
that  technology  continues  to  develop 
and  mature,”  Voelker  says. 

Likewise,  Avnet,  a  $27  billion  dis¬ 
tributor  of  electronic  components,  has 
been  building  a  private  cloud  inter¬ 
nally  for  several  years,  while  its  pub¬ 
lic  cloud  usage  is  primarily  limited 
to  SaaS.  Its  biggest  rollout,  Microsoft 
Office  365,  is  just  getting  underway. 

Avnet  is  open  to  wider  use  of  pub¬ 
lic  cloud  services,  says  CIO  Steve 
Phillips,  and  has  identified  three 
scenarios  where  it  makes  sense:  To 
provide  functionality  that’s  not  a  core 
IT  competency  and  wouldn’t  sacrifice 


competitive  advantage;  when  there’s 
a  need  to  implement  quickly  and  a 
cloud  service  can  reduce  risk  and 
capital  expense;  and  when  a  short  life 
span  is  expected. 

Boston  Scientific,  too,  is  moving 
faster  with  SaaS  than  IaaS  work¬ 
loads.  “SaaS  allows  us  to  quickly 
support  our  business  globally,”  says 
Rich  Adduci,  CIO  at  the  medical 
device  maker.  “The  ability  to  access 
a  lightweight  app,  with  a  powerful 
back  end,  and  spin  it  up  in  minutes  is 
really  a  tremendous  asset  when  you’re 
moving  in  fast-paced  markets.”  The 


“maturity  level”  of  IaaS  puts  that  on 
the  “near-term  horizon,”  Adduci  says. 

Conversely,  Dow  Chemical  has 
moved  more  infrastructure  than  apps 
to  the  cloud.  The  company  finds  this 
easier  to  justify  financially  because 
those  are  largely  commodity  services, 
whereas  applications  offer  competi¬ 
tive  advantage,  says  Paula  Tolliver, 
Dow’s  CIO  and  corporate  vice  presi¬ 
dent,  business  services. 

About  10  percent  of  Dow’s  applica- 
tions  are  in  the  public  cloud,  a  figure 
likely  to  grow  to  30  to  40  percent  in 
three  years.  “We’re  very  optimistic” 
about  the  cloud,  Tolliver  says. 

Meanwhile,  Dow  runs  a  private 
cloud  for  some  of  its  applications  and 
infrastructure,  to  experiment  and 
learn.  Its  private  cloud  delivers  a  lot  of 
the  benefits  of  the  public  cloud,  and  it 
positions  Dow  for  future  public  cloud 
migrations,  Tolliver  says. 


The  Vanguard  Group  is  pursuing 
all  aspects  of  cloud  computing,  public 
and  private.  Speed  to  market,  higher 
utilization  and  improved  productiv¬ 
ity  have  been  the  biggest  gains  for  the 
investment  firm.  “For  us,  cloud  com¬ 
puting  is  highly  cost-effective;  we 
believe  in  the  utility-based  comput¬ 
ing  model,”  says  CIO  John  Marcante. 

“There’s  a  natural  draw  toward 
cloud  as  a  technology,”  says  Brian 
LeClaire,  CIO  at  health  insurance 
provider  Humana.  “It  introduces  flex¬ 
ibility  and  capability  that  didn’t  really 
exist  before.” 


Cost  savings  aren’t  the  driving 
force,  says  Campbell  Soup  CIO  Joe 
Spagnoletti.  “If  you  make  it  a  money 
thing,  you’re  making  a  mistake.  It’s  an 
option  to  deliver  capability.” 

Although  some  people  worry 
about  security  and  risk  in  the  cloud, 
Whirlpool  CIO  Michael  Heim  says 
those  issues  are  mitigated  by  cloud 
computing  because  the  vendors  stay 
up  to  date  on  the  latest  technology. 

Wayne  Shurts,  CTO  at  food  dis¬ 
tributor  Sysco,  agrees.  “Cloud  provid¬ 
ers  understand  that  legal  and  security 
issues  are  some  of  their  biggest  obsta¬ 
cles,  so  they’ve  really  concentrated  on 
it  and  focused  on  it.  They  have  pretty 
good  answers,”  Shurts  says. 


Based  on  interviews  by  IDG  Enterprise  jour- 
nalistsjohanna  Ambrosio,  Brandon  Butler, 
Brian  Eastwood  and  Kim  S.  Nash.  Read  the 
full  report:  www, cio.com/artide/2826675/ 


Cost  savings  aren't  the  driving  force. 
Cloud  computing  offers  flexibility  and 
speed  to  help  the  business  enter  new 
markets  and  improve  productivity. 
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Your  business  colleagues  aren't  as  impressed  with  you  as  you  are. 

0url4th  ANNUAL  STATE  OFTHE  CIO  research  rewrites 
your  priorities  for  2015.  BY  KIM  S.  NASH 


As  CIOs  cope  with  digital  disruption,  the  good  news  is  that  personal 


indicators  lean  positive.  Compensation  is  up  7 
percent,  tenure  holds  steady,  at  about  six  years, 
and  so  does  the  portion  of  CIOs  reporting  to 
the  CEO,  at  44  percent,  according  to  our  14th 
annual  State  of  the  CIO  survey. 

But  don’t  rest  easy.  This  year’s  results  also 
reveal  a  collection  of  alarming  disparities  between 
what  business  colleagues  want  from  IT  and  what 
CIOs  think  they’re  providing.  That  gap  came  to 
light  when  we  worked  with  market  research  firm 
IDC,  a  sister  company  of  CIO,  to  survey  304  non- 
IT  business  decision-makers  on  some  of  the  same 
questions  the  State  of  the  CIO  survey  posed  to  558 
IT  leaders  (see  chart,  page  30). 

When  conceiving  big  projects,  CIOs  often 
talk  about  finding  the  “pain  points”  in  a  process 
and  fixing  them.  That’s  IT  Management  101.  But 
it  seems  CIOs  haven’t  identified  all  of  the  pain 
points  in  the  interaction  between  IT  and  the  rest 
of  the  company.  For  example,  54  percent  of  busi¬ 


ness  leaders  see  the  IT  group  as  an  obstacle  to  get¬ 
ting  things  done,  but  only  33  percent  of  CIOs  have 
the  same  impression.  Business  leaders  want  the 
CIO  to  simplify  technology;  it’s  the  most  impor¬ 
tant  thing  CIOs  can  do  to  improve  relations,  they 
say.  They  also  say  it’s  much  more  urgent  than 
CIOs  think  for  the  IT  group  to  reorganize,  to  be 
easier  to  work  with  and  to  train  IT  people  to  focus 
on  external  customers. 

Some  CIOs  have  already  pointed  their  depart¬ 
ments  in  the  direction  of  customers.  At  Deutsche 
Post  DHL,  the  German  logistics  and  delivery 
company,  a  five-year  transformation  to  unified 
digital  systems  worldwide  was  conceived  for  one 
constituent:  the  customer,  according  to  Pablo 
Ciano,  CIO  of  DHL  Express  Americas.  “It’s  an 
entire  philosophy  of  a  customer-centric  culture 
we  are  promoting,”  he  says. 

CIOs  are  spending  more  time  overseeing  the 
nitty-gritty  of  digital  transformation  work,  such  as 
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Pablo  Ciano,  CIO  of  DHL  Express  Americas,  I 
says  visiting  customers  has  two  benefits:  It 
builds  warm  relationships  between  IT  and 
sales,  and  it  boosts  customer  loyalty. 
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implementing  new  systems  and  redesigning 
business  processes,  according  to  our  survey. 
In  some  cases,  that  means  a  diminished  role 
in  big-picture  strategic  activities  such  as  iden¬ 
tifying  new  commercial  opportunities.  Spe¬ 
cifically,  27  percent  of  our  CIO  respondents 
can  be  classified  as  business  strategists  this 
year,  down  from  34  percent  last  year.  And  36 
percent  of  CIOs  admit  they  are  fighting  turf 
battles  against  others  in  the  C-suite— a  kind 
of  tumult  that  can  arise  in  times  of  big  change. 

What  this  means  for  the  future  of  the 
CIO  will  depend  on  how  CIOs  manage  today. 
When  asked  to  project  where  the  position 
is  headed,  59  percent  of  business  leaders 
said  they  see  the  CIO  role  becoming  that  of 
cloud  wrangler,  mostly  orchestrating  vari¬ 
ous  IT  service  providers.  CIOs  themselves 
are  almost  evenly  split  on  the  prospect:  49 
percent  said  they  agree,  51  percent  did  not. 

There’s  still  time,  of  course,  to  plot  a  more 
palatable  future.  Minding  the  gaps  we’ve 
identified  can  provide  touchstones  for  2015 
and  beyond. 


Despite  the  data  disasters  at  Target  and 
Home  Depot,  retail  CIOs  have  a  below-average 
interest  in  upgrading  cybersecurity 


A; 


Make  IT  Easier 

Thanks  to  the  consumerization  of  the  enter¬ 
prise,  employees  today  not  only  want  tech¬ 
nology  that’s  so  easy  to  use  that  it  requires 
no  training;  they  also  want  the  IT  team  to 
be  easier  to  work  with.  Some  CIOs  recog¬ 
nize  that  and  are  taking  innovative  steps  to 
meet  that  demand.  At  The  AES  Corp.  last 
year,  IT  overhauled  help  desk  processes  and 
remodeled  the  group’s  physical  space  to  cre¬ 
ate  the  Connection  Corner,  which  is  similar 
to  Apple’s  Genius  Bar.  Help  desk  staffers 
are  stationed  at  counters,  and  colleagues 
can  pull  up  a  stool  to  talk  about  technology 
problems  and  try  out  new  gadgets.  “We 
want  people  to  walk  by  and  just  stop  and  ask 
questions,”  says  Elizabeth  Hackenson,  CIO 
and  senior  vice  president  of  global  business 
services  at  the  $15.9  billion  utility. 

Moving  traditionally  back-office  work¬ 
ers  out  into  the  open,  among  the  people  they 
serve,  has  helped  make  IT  more  accessible. 

“At  first  the  guys  were  uncomfortable,  but 
now  they  love  the  attention  and  the  interac¬ 
tion,”  Hackenson  says. 

At  least  one  age-old  IT  practice  appears 
to  have  lost  its  impact.  Many  business  leaders  are  no  longer 
impressed  by  the  quick  win.  Pick  a  small  but  high-impact  proj¬ 
ect  and  do  it  fast  to  prove  IT’s  value  and  generate  goodwill,  says 
conventional  wisdom.  But  while  51  percent  of  CIOs  named  the 
quick  win  as  a  key  tactic  for  improving  relations  with  other 
departments,  just  31  percent  of  business  leaders  said  they  think 


slew  of  high-profile  data  breaches  have  apparently  pushed  security 
higher  on  the  agenda  of  corporate  America,  according  to  our  2015 
State  of  the  CIO  survey.  The  survey  finds  that  upgrading  security  is 
among  the  top  four  priorities  that  CEOs  have  for  their  CIOs  in  the  coming  year, 
But  there's  one  surprise  in  the  survey  results:  Despite  the  headline-grabbing 
security  disasters  at  retailers  such  as  Target  and  Home  Depot,  CIOs  in  the  retail, 
wholesale  and  distribution  industries  are  less  likely  to  give  security  top  priority 
than  CIOs  in  some  other  industries. 

Overall,  23  percent  of  CIOs  say  that  increasing  cybersecurity  will  be  the  most 
significant  reason  for  IT  investments  this  year,  But  in  an  industry-by-industry 
breakdown  of  the  results,  only  18  percent  of  the  CIOs  in  the  retail,  wholesale 
and  distribution  industries  said  they  feel  the  same  way.  In  contrast,  41  percent 
of  CIOs  in  high  tech,  32  percent  of  those  in  financial  services  and  29  percent  of 
government  and  nonprofit  CIOs  said  security  will  drive  spending. 

In  the  survey,  retail  CIOs  rank  omnichannel  projects,  business  process 
improvement  and  customer  acquisition  and  retention  ahead  of  security, 

"At  the  risk  of  generalizing,  retail  companies  tend  to  be  very  reticent  to  make 
investments  in  technology  or  software  that  doesn't  appear  to  have  a  bold, 
straight  line  back  to  sales  or  profitability.  They  tend  to  be  rather  shortsighted  in 
terms  of  investment  and  payoff  on  things  like  data  security,"  says  Doug  Stephens, 
president  of  Retail  Prophet,  a  management  consulting  firm,  "I  do  think,  however, 
that  there  will  be  a  growing  realization  that  data  security  and  respect  for  con¬ 
sumer  information  will  prove,  in  the  end,  to  be  a  powerful  competitive  advantage 
and  spur  greater  investment  by  retailers  in  the  tech  and  protocols  to  provide  it," 
But  for  now,  the  focus  is  on  profits.  "Retailers  are  under  enormous  strain  to 
keep  afloat,  Consumers  are  more  conscious  and  surgical  in  their  buying  behav¬ 
ior,  price  competition  is  ferocious,  and  pressure  from  e-commerce  continues  to  . 
grow,"  Stephens  says.  "In  this  environment,  issues  like  security,  environmental 
sustainability  and  employee  welfare  have  all  taken  a  back  seat  to  survival," 

While  many  retail  CIOs  did  not  place  security  atop  their  priority  lists,  they're 
not  ignoring  it,  "I  definitely  put  security  near  the  top,  in  light  of  recent  events 
like  Home  Depot,"  says  Jack  Wood,  CIO  of  Wayfair,  a  $916  million  online  retailer, 
"Anything  that  touches  customer  data  tends  to  be  a  priority  for  us,  Cybersecu¬ 
rity  ranks  among  the  highest  for  those," 

But  the  security  challenge  can  be  daunting.  "There  are  so  many  different 
vectors  that  threats  can  come  from,"  Wood  says,  "It's  very  hard  from  a  cost  per¬ 
spective  and  effort  perspective  to  focus  on  all  of  them," 

Wood  says  he's  addressing  security  by  examining  Wayfair's  technology  stack 
and  making  risk  assessments  to  ensure  that  he  has  made  the  right  investments, 

-Thor  Olavsrud 


it’s  an  effective  tactic.  Ouch. 

Sustainable  change  works  better,  says  Jack  Wood,  CIO  of 
Wayfair,  a  $916  million  online  retailer.  Wood  has  a  number  of 
approaches.  Each  month,  IT  fans  out  to  business  groups  for 
informal  talks  about  technology  or  ideas.  Late  last  year,  IT  cre¬ 
ated  an  offshoot  support  organization  that  works  like  a  cus- 
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tomer  service  group.  There’s  an  800  number  and  a  single  point 
of  contact  to  make  working  with  IT  easier,  Wood  says.  IT  is  held 
accountable  for  meeting  agreed-upon  service  levels,  such  as 
efficient  handling  of  trouble  tickets.  If  the  point  of  contact  isn’t 
reachable,  calls  go  right  to  Wood. 

For  CIOs  struggling  to  correct  bad  relationships,  Wood 
recommends  creating  an  interdisciplinary  staff.  For  example, 
when  a  new  project  starts,  he  goes  to  the  business  group  spon¬ 
soring  it  to  find  candidates  interested  in  moving  to  IT  to  man¬ 
age  the  project.  He  likes  those  built-in  relationships,  he  says, 
because  they  can  ease  communication  and  collaboration.  The 
project  managers,  he  says,  “go  back  to  those  teams  and  say,  ‘I’m 
now  your  advocate  in  the  technology  organization.  What  can  I 
do  to  serve  my  old  colleagues?”’ 

Similarly,  Armstrong  World  Industries  embeds  senior  IT 
people  in  business  groups  as  relationship  managers.  “They’re  not 
as  concerned  with  the  technology  pieces  as  what  capabilities  they 
deliver,”  says  Tony  Lombardi,  CIO  and  vice  president  of  global 
business  services  at  Armstrong,  a  $2.7  billion  manufacturer. 

Lombardi  takes  seriously  IT  ideas  that  arise  from  non-IT 


colleagues.  Last  year,  for  example,  marketing  and  sales  people 
asked  for  an  automated  way  to  pass  customer  leads  on  to  dis¬ 
tributors  and  retailers  via  Armstrong’s  website.  IT  also  built  a 
mobile  tool  to  let  customers  visually  match  older  Armstrong 
products  with  new  ones,  to  order  replacement  parts  easily.  “We 
can  save  costs  all  day  long,  but  IT  should  also  build  the  com¬ 
pany,”  he  says. 

Make  IT  Smarter 

For  some  years,  CIOs  have  created  opportunities  for  the  IT  group 
to  learn  about  customers  and  envision  news  ways  to  keep  them 
happy  and  help  them  spend  their  money.  But  business  col¬ 
leagues  clearly  want  more.  They  cited  the  training  of  IT  staff  to 
focus  on  customers  as  an  important  way  to  elevate  the  IT-busi- 
ness  relationship  nearly  twice  as  often  as  CIOs  did,  30  percent 
to  16  percent.  There  was  a  similar  breakdown  on  the  subject  of 
having  IT  staff  call  on  external  customers,  21  percent  to  9  percent. 

Ciano  at  DHL  says  visiting  customers  produces  two  major 
benefits.  One  is  warm  relationships  between  IT  and  sales.  The 
other  is  customer  loyalty  which,  when  cultivated,  results  in 
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"We  can  save  costs  all  day 
long,  but  IT  should  also 
build  the  company." 

-Tony  Lombardi,  CIO,  Armstrong 


revenue.  He  himself  visits  midsize  and 
large  customers  with  DHL’s  field  sales 
team,  and  he  sometimes  participates  in 
phone  calls  with  telesales  staff.  These 
interactions  give  him  a  chance  to  help 
solve  customer  problems. 

Recently,  a  DHL  sales  rep  was  talk¬ 
ing  to  a  company  about  regularly  ship¬ 
ping  packages  to  multiple  countries. 

The  company  wanted  to  present  its  own  customers  with  ship¬ 
ping  rates  that  include  taxes  and  other  destination  fees.  Ciano’s 
group  had  already  built  a  tool  that  offers  such  information 
in  real  time,  but  the  salesperson  didn’t  know  about  it.  Ciano 
explained  that  the  tool  could  be  integrated  into  the  shopping 
cart  function  of  the  customer’s  website. 

There  was  no  extra  revenue  in  it  for  DHL,  but  the  customer 
was  impressed  and  is  now  piloting  another  DHL  product  for 
international  logistics.  “Nothing  compares  to  sitting  in  front  of 
a  customer  and  really  understanding  the  opportunity,”  he  says. 

At  Wayfair,  in  the  days  before  and  after  Cyber  Monday,  the 
IT  staff  works  in  customer  service.  Such  “plug-ins,”  as  the  com¬ 
pany  calls  the  rotations,  often  reveal  tactical  fixes  IT  can  make. 
Wood  recalls  that  during  one  of  his  rotations,  he  took  a  call  from 
a  woman  who  had  ordered  a  sofa  that  turned  out  to  be  too  big 
for  her  room.  She  hadn’t  seen  the  complete  product  specifica¬ 
tions  when  she  was  shopping  on  Wayfair.com.  Wood  had  his 
team  move  the  specs  nearer  to  product  images  on  the  Web  page. 

Generating  repeat  business  is  key  to  Wayfair’s  growth  and 
so,  therefore,  is  analytics  to  figure  out  two  things:  how  to  attract 
loyal  customers  and  how  to  induce  them  to  buy  more  than  once 


IT  has  as  much  responsibility  as  other  departments  for  help¬ 
ing  the  company  meet  its  business  objectives,  including  Web 
traffic  targets  and  conversion  goals,  Swislow  says. 

This  year,  the  company  plans  to  add  a  service  to  connect  car 
owners  with  dealerships  that  have  promised  to  guarantee  the 
price  repairs  will  not  cost  more  than  what  the  price  estimator 
on  Cars.com  says  they  should.  The  company  decided  to  enter 
the  services  market  after  hearing ‘from  customers  who  want  a 
reliable,  objective  source  for  information  about  repairs,  Swislow 
says.  IT  and  product  developers  listened  and  worked  closely  to 
develop  the  new  tools. 

“The  idea  that  business  and  IT  are  separate  is  not  healthy,” 
he  says.  In  fact,  he  adds,  “it’s  unsustainable”  as  traditional  com¬ 
panies— not  just  his  own  Web-based  one— become  true  digital 
enterprises. 

Make  Your  Own  Future 

As  roles  emerge  that  bump  against  CIO  boundaries— chief  digi¬ 
tal  officer,  chief  data  officer,  chief  transformation  officer— some 
observers  are  quick  to  declare  that  the  strategic  value  of  the 
CIO  is  waning. 


C-SUITE  PERCEPTION  GAPS 

Business  colleagues  take  a  harsher  view  of  the  IT  group's  status  in  the  organization  than  CIOs  do 


Agree  with  the  following  statements 

CIOs 

Line-of-business 

executives 

Non-IT  departments  view  the  IT  group  as  an  obstacle  to  their  mission. 

35% 

54% 

The  CIO  is  being  sidelined  in  our  business. 

- 

20% 

37% 

The  CIO  is  fighting  a  turf  battle  with  at  least  one  C-suite  peer. 

36% 

1 
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in  a  quarter.  The  payoff  is  there:  In  2013,  the  cost  to  acquire  one 
new  customer  was  $46  compared  to  $36  in  2011.  That’s  up  $10. 
But  revenue  per  customer  increased  much  more— from  $265 
to  $311,  or  $46. 

IT  is  hungry  for  customer  feedback.  “We  look  at  every  piece.” 
Wood  says. 

Bill  Swislow,  CIO  of  Cars.com,  sends  IT  staffers  to  sit  with  prod¬ 
uct  developers  and  observe  the  company’s  usability  lab,  where 
consumers  test  new  website  features.  Cars.com  has  4  million  list¬ 
ings  of  cars  for  sale  in  the  U.S.  and  handles  30  million  visits  to  the 
site  each  month.  IT  staffers  also  go  on  sales  visits  to  car  dealerships 
and  shadow  customer  service  agents  in  the  call  center. 


Caroline  Basyn  left  the  CIO  title  behind  last  fall  when  she 
became  SVP  of  global  business  services  at  Mondelez  Interna¬ 
tional,  a  food  conglomerate  with  53  brands  that  include  Cad¬ 
bury,  Chips  Ahoy  and  Ritz.  Mondelez  hired  Basyn,  who  was 
CIO  at  Bacardi  for  three  years,  to  help  implement  a  corporate 
restructuring  that’s  expected  to  save  at  least  $1.5  billion  by  2018. 

“I  don’t  know  if  I  will  have  the  CIO  title  again,”  Basyn  says. 
“I’m  not  against  it,  but  I  hate  to  be  complacent.  I  like  transforma¬ 
tion  and  building  organizations  from  scratch.” 

Because  more  corporate  departments  have  their  fingers  in 
the  technology  pie,  a  whopping  36  percent  of  CIOs  say  they’re 
involved  in  a  turf  battle  in  the  C-suite.  What’s  more  ominous  is 
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Do-It-Yourself 
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Adding  a  single  patch  panel? 


You’ve  done  it  the  hard  way:  Call  a  cabling 
contractor,  wait  for  the  quote,  verify 
security  clearance,  schedule  everyone’s 
time,  supervise  the  installation,  and  pay 
big  bucks. 


Now  try  it  the  easy  way:  Order  a  Plug  & 
Play  pre-terminated  patch  panel  system 
from  Cablesys,  install  it  yourself  in  less 
than  10  minutes  and  pay  less  than  50%  of 
the  installation  cost  -  guaranteed. 

Enterprise  data  centers  are  using  our 
Plug  &  Play  pre-terminated  patch  panel 
systems  to  add  one  panel  or  to  deploy 
500  panels  to  500  locations  nationwide. 
Keep  doing  it  the  hard  way  or  try  the  easy 
way?  It’s  your  call! 


cablesys.com  800-555-7176  cs@cablesys.com 
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STATE  of  the  CIO 


CEO  OR  CFO? 

To  whom  do  CIOs  report? 


WHAT  THE  CEO  WANTS 

The  CEO's  top  priorities  for  the  CIO  in  the  coming  year: 

-  Complete  a  major  enterprise  project 


2  —  Help  reach  a  specific  goal  for  revenue  growth 


-  Simplify  IT 

[4] —  Upgrade  security 

-  Enable  customer  acquisition  and  retention 
[~6~| —  Lead  a  product  innovation  effort 
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COMPENSATION  IS  UP! 


2011  2012  2013  2014  2015 


TOP  TECH  INITIATIVES  FOR  2015 

rn —  Big  data,  business  intelligence,  analytics 
[~Z~| —  Mobile  technologies 
[~3~1 —  Cloud  services 

\~4\ —  Application  modernization 
[~5~| —  Customer  experience  technologies 

|6~| —  Security,  risk  management  technologies 


PERCEPTIONS  MATTER 

How  do  business  leaders  perceive  the  IT  group? 


Business  leader 


Business  partner 


Service  provider 


Cost  center 


Note:  Percentages  don't  add 
to  100  because  of  rounding. 


THE  BALANCING  ACT 

It's  challenging  to  find  the  right  balance  between 
business  innovation  and  operational  excellence. 


VITAL  SIGNS 

The  CIO  role  is  becoming: 


91% 


More  challenging 


85% 


More  important  to  the  business 


64% 


More  rewarding 

ir  1 20% 


Sidelined 

Multiple  responses  allowed. 


METHODOLOGY 

Members  of  CIO's  global  audience  were  invited  to  participate  in  an  online  survey  between  Aug.  15, 3014,  and  Sept.  9, 3014.  Results  are  based  on  responses  from  558  participants  who  indicated  that  they  are  the  top 
IT  executive  at  their  company  or  business  unit  Sixty  one  percent  of  the  respondents  are  from  North  America.  The  margin  of  error  is  +/-  4.15  percent.  For  certain  questions,  results  are  compared  to  IDC’s  August  3014 
fine  of  Business  Sentiment  survey  of  304  business  decision-makers  at  U.S.  companies  with  1,000  or  more  employees.  -Carolyn  Johnson,  Research  Director 
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"Nothing  compares  to 
sitting  in  front  of  a 
customer  and  really 
understanding  the 
opportunity." 

-Pablo  Ciano,  CIO,  DHL  Express  Americas 


that  47  percent  of  non-IT  executives  agree,  suggest¬ 
ing  the  struggle  is  bigger  than  CIOs  realize.  Some 
CIOs  are  losing  the  battle,  whether  they  know  it  or 
not.  Thirty-seven  percent  of  business  leaders  say  the 
CIO  is  being  sidelined,  compared  to  just  20  percent 
of  CIOs.  Knowing  for  sure  that  you’ve  been  sidelined 
is  a  little  like  trying  to  assess  shadow  IT.  It’s  under¬ 
ground  by  nature  and  therefore  difficult  to  gauge. 

It  doesn’t  help  that  about  half  of  business  and  IT 
executives  acknowledge  the  unfortunate  reality  that 
IT  gets  scapegoated  whenever  anything  goes  wrong 
anywhere  in  the  company. 

However,  it  is  possible  to  counteract  those  intense 
forces  with  a  series  of  well-planned  moves.  For  starters,  CIOs 
this  year  must  come  out  strong  on  security  to  satisfy  the  CEO, 
says  Armstrong’s  Lombardi.  After  witnessing  hacker  invasions 
at  Home  Depot,  J.P.  Morgan,  Kmart  and  Target,  security  rose 
to  No.  4  among  the  most  important  issues  CEOs  want  CIOs 
to  address.  That’s  up  from  No.  8  last  year  (see  “Retailers  Less 
Focused  on  Security,”  page  26).  Now  is  the  time  to  ask  for  more 
money  and  manpower  for  security  work.  More  than  ever,  this 
year  the  CIO’s  role  is  to  serve  and  protect. 

“Based  on  what’s  happened  this  year,  it’s  where  you  lose  your 
job,”  Lombardi  says,  noting  that  the  audit  committee  of  Arm¬ 
strong’s  board  of  directors  regularly  invites  him  to  meetings 
for  security  updates.  They  discuss  his  strategy  and  how  the 
internal  audit  department  assesses  it.  Last  year,  he  got  more 
money  for  tools  and  hired  more  security  staffers.  “They  want 
to  know  we  take  it  seriously,”  he  says. 

Another  move:  Smarter  hiring.  IT  staffing  is  notoriously  dif¬ 
ficult  because  CIOs  have  to  respond  to  business  conditions  and 
customer  demands  as  they  shift.  Hiring  for  IT  isn’t  as  predict¬ 
able  as  hiring  for,  say,  accounting,  where  the  volume  of  work 
stays  steady  in  a  given  year,  says  Swislow,  CIO  at  Cars.com.  A 
healthy  economy  may  trigger  more  business  ideas  for  the  tech¬ 
nology  group  to  support. 

“When  you  look  at  technology  as  your  innovation  and  expan¬ 
sion  strategy,  there’s  no  upper  limit  on  that,”  he  says.  There  are 
always  new  ideas  and  new  customer  needs.  “No  one’s  going  to 
say,  ‘We  only  need  three  units  of  innovation  and  that’s  it  for  the 
next  year,”’  he  says. 

At  Armstrong,  25  percent  of  the  145  people  in  IT  are  eligible 
to  retire,  and  they  could  take  important  technology  and  busi¬ 
ness  expertise  with  them  when  they  go.  “You  don’t  transition 
that  knowledge  in  a  30-day  overlap  period,”  Lombardi  says. 
“That’s  my  biggest  issue.” 

That  specter  has  changed  his  approach  to  hiring.  He  seeks  IT 
professionals  who  have  proven  skills  in  relationship-building 
and  innovation.  The  ability  to  influence  others  is  also  important. 
In  other  words,  he  wants  sophisticated  interpersonal  skills  that 
usually  come  later  in  one’s  career. 

The  IT  talent  search  will  only  get  harder.  Our  survey  says 
56  percent  of  CIOs  expect  a  talent  shortage  in  the  coming  year, 
led  by  shortfalls  in  big  data,  security,  programming  and  mobile. 

CIOs  must  also  demonstrate  deft  handling  of  budgets  and  a 
facility  with  financial  matters,  says  Hackenson.  She  has  spent 
much  of  her  time  in  the  past  several  years  cutting  IT’s  costs 


and  helping  other  groups  cut  theirs.  But  this  year  will  be  one 
of  growth  and,  yes,  IT  spending,  she  says.  AES  is  getting  a  new 
treasury  system  and  an  upgraded  accounting  system.  A  cloud- 
based  talent  management  application  is  also  planned. 

IT  costs  will  rise,  but  business  units  will  see  cost  savings  or 
productivity  improvements.  The  CFO  and  CEO  have  to  look  at 
the  financial  ebb  and  flow  holistically  across  the  company,  not 
department  by  department,  Hackenson  says.  Still,  business 
units  should  bear  some  of  the  costs  of  projects.  Generally,  she 
says,  CIOs  should  be  “pushing  back  and  saying,  ‘This  business 
case  can’t  be  all  on  IT.’” 

Developing  general  business  skills  will  enhance  a  CIO’s 
value  says  Wood  at  Wayfair.  Preparing  for  the  retailer’s  initial 
public  stock  offering  last  summer  gave  Wood  new  skills,  such 
as  financial  modeling  for  IT  and  the  company  as  a  whole.  He 
gained  a  higher- level  strategic  view  of  the  short-  and  long-term 
financial  implications  of  key  projects,  like  building  a  data  center. 
He  also  had  to  make  sure  the  IT  group  was  airtight— staffed 
up,  and  running  stable  systems  that  didn’t  give  internal  and 
external  auditors  anything  to  flag  as  potentially  troublesome 
enough  to  delay  the  IPO,  he  says. 

Maybe  the  best  thing  a  CIO  can  do  right  now  is  to  stay 
sharp— especially  the  44  percent  in  our  survey  who  report  to 
the  top  boss. 

Reporting  to  the  CEO  may  mean  you’ve  arrived,  but  it  doesn’t 
mean  you’ll  stay.  The  CIO’s  tenure  often  depends  on  the  quality  of 
the  CIO-CEO  relationship.  Hackenson  started  to  report  to  AES 
CEO  Andres  Gluski  in  2012,  after  reporting  to  him  for  three  years 
when  he  was  COO.  ‘A  CIO  has  to  bring  a  lot  of  currency,”  she  says, 
meaning  trusted,  intelligent  advice  and  tangible  results.  “I’m 
always  thinking,  ‘This  is  a  privilege  and  how  do  I  maintain  it?”’ 

CIOs  must  pay  close  attention  to  the  challenges  the  com¬ 
pany  faces,  and  not  make  every  conversation  about  technology. 
Corporate  strategy,  significant  financial  investments,  investor 
concerns— these  now  land  in  a  CIO’s  lap,  Hackenson  says. 
Along  the  way,  she  looks  for  opportune  moments  to  insert  an 
IT  accomplishment  into  the  conversation,  such  as  how  tele¬ 
presence  has  helped  cut  travel  costs  from  $70  million  per  year 
to  $30  million.  Big  money.  “I’m  not  constantly  in  his  face  with 
KPIs  but  I  look  at  it  as  situational  leadership,”  she  says.  “You 
have  to  stay  on  your  game.”  QQ 


Contact  Managing  Editor  Kim  S,  Nash  at  knash@cio.com.  Follow  her 
on  Twitter:  @knash99. 
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Capgemini  Financial  Services  (Rose- 
mont,  IL),  seeking  experienced  profes¬ 
sional  consultants  with  market-critical 
IT  software  development  skills  in  fi¬ 
nancial  services  domain.  Multiple  po¬ 
sitions  available  in  following  job  titles: 
Managers  (Ref#Q3/4-14A),  Lead  Con¬ 
sultants  (Ref#Q3/4-14B),  Sr.  Consul¬ 
tants  (Ref#Q3/4-14C).  All  consulting 
positions  require  willingness  to  travel  or 
temporarily  relocate  to  projects  at  vari¬ 
ous  unanticipated  locations  throughout 
the  U.S.  Some  positions  may  allow  for 
temporary  telecommuting  or  other  flex¬ 
ible  working/living  arrangements.  All 
consulting  positions  are  based  out  of 
our  Rosemont,  IL  headquarters;  work¬ 
site  locations  are  varied,  unanticipated 
&  subject  to  change.  Send  resume  to 
Resumeshr.fsgbu@capgemini.com 
&  indicate  Ref#  in  subject  heading  of 
email.  No  calls.  EOE 


Didn’t  find  the  IT  career 
that  you  were  looking  for? 


Check  back  with  us  for  fresh  listings 
placed  by  top  companies  looking  for 
skilled  professionals  like  you! 
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With  100+  branch  offices  located  across 
the  US,  Experis  US,  Inc.,  is  actively  re¬ 
cruiting  for  the  following  positions  in  met¬ 
ro  Milwaukee,  Wl.  Roving  employment  to 
varying  jobsites  throughout  the  US.  EOE / 
MF/DV. 

Pega  Enterprise  Applications  Architect  - 
Code  #PEAA/rm 

Sr.  Software  Architect  -  Code  #SSA/vz 
Sr.  Software  Developer  -  Code  #SSD/emn 
Sr.  Technical  Architect/Developer  -  Code 
#STAD/ap 

Systems  Analyst  -  Code  #SA/rrm 
Vendavo  Configuration  Analyst  -  Code 
#VCA/gp 

Please  refer  to  appropriate  code  when 
submitting  resume  to:  Experis  US,  Inc., 
Attn.  R.  Block,  100  Manpower  Place,  Mil¬ 
waukee,  Wl  53212  or  rblock.resumes@ 
experis.com. 

eBusiness  Scrum  Master  Project 

Manager  -  Code  #ESMPM/lkr 

Java  Developer  -  Code  #JD/hks 

Sr.  Java  Developer  -  Code  #CIO/SJD/ 

mk/mav 

Sr.  MDM  Developer  -  Code  #SMDMD/rb 
Sr.  SAP/ABAP  Developer  -  Code  #SSD/ 
agr 

Please  refer  to  appropriate  code  when 
submitting  resume  to:  Experis  US,  Inc., 
Attn.  A.  Rowley,  100  Manpower  Place, 
Milwaukee,  Wl  53212  or  swarkaske.re- 
sumes@manpowergroup.com. 


For  more  details,  contact  us  at: 
itcproduction@itcareers.net 
or  888-455-4646 
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Three,  Two,  One... 

Before  the  countdown  to  Happy  New  Year  in  Times  Square,  there’s  a  year  of  preparation  by  hundreds 
of  people,  including  IT  professionals  who  prep  the  star  of  the  show:  the  Times  Square  Ball.  Crunch  time 
for  the  tech  team  starts  in  December  as  they  lay  HD  fiber-optic  cables  from  42nd  Street  to  59th.  The  ball  is 
a  sphere  of  more  than  32,000  LED  light  bulbs  that  can  create  more  than  16  million  colors  and  billions  of 
patterns.  Behind  each  LED  node  is  a  data  cable  that  carries  commands  to  switch  colors  or  patterns  from  a 
computer  controlled  by  Countdown  Entertainment,  which  helps  produce  the  event.  Enthusiasts  can  follow 
news  about  the  ball  on  a  mobile  app  that  displays  the  ball’s  Twitter  feed  and  videos  of  Times  Square  events, 
including  the  live  webcast  of  the  celebration  on  New  Year’s  Eve.  “It’s  something  we  all  grew  up  with,  and 
there’s  nothing  else  like  it  at  any  other  time  of  the  year,”  says  Jeff  Straus,  president  of  Countdown  Entertain¬ 
ment.  “Now,  technology  has  made  the  event  accessible  to  the  entire  world.”  —Lauren  Brousell 
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ADVERTORIAL 


Jim  Kent 

CEO,  WORKSOFT 

With  over  twenty  years  lead¬ 
ing  and  growing  software  and 
technology  companies  in  the 
U.S.  and  abroad,  Kent  oversees 
corporate  strategy,  growth 
and  innovation  at  worksoft, 
an  SAP®  partner  and  leading 
global  provider  of  business 
process  validation  software 
for  packaged  enterprise  appli¬ 
cations.  As  CEO,  he  works  with 
leaders  at  some  of  the  largest 
global  fortune  1000  companies 
to  speed  up  project  timelines, 
improve  quality  and  gain 
operational  efficiencies. 


FOR  MORE  INFORMATION: 

please  visit  www.worksoft.com. 

For  the  l DC  Report:  please  visit 

www.cio.com/whitepapers/ 

Worksoft 
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Strategic  Marketing  Services 


Delivering  Agility  and  Achieving  Stability 

Worksoft  CEO  Discusses  Innovating  Faster 
Without  Disrupting  Business 


CIOs  need  to  support  the  business  with  de¬ 
pendable,  reliable  services— yet  the  business 
also  expects  IT  to  drive  innovation  that  helps 
the  company  respond  nimbly  to  changing 
market  conditions  and  new  technologies. 

Jim  Kent,  chief  executive  officer  at  Worksoft, 
which  helps  companies  validate  end-to-end 
business  processes,  explains  why  stability 
and  agility  don’t  have  to  be  mutually  exclu¬ 
sive  when  it  comes  to  enterprise  apps. 

What  are  CIOs  at  global  companies  telling 
you  about  the  directives  they're  getting 
from  top  management? 

CIOs  are  challenged  to  deliver  the  technol¬ 
ogy  that  enables  top-line  revenue  growth. 
They’re  expected  to  bring  on  board  innova¬ 
tion  that  the  business  needs,  and  stay  one 
step  ahead  of  accelerating  technology  change. 
At  the  same  time,  every  enterprise  system  is 
expected  to  be  solid  and  predictable,  so  that 
all  business  processes  continue  to  work  as 
needed.  It’s  a  tall  order. 

How  has  that  changed  the  role  of  the  CIO? 

CIOs  are  changing  their  thinking  about 
managing  the  risk  of  change.  Technology 
change  isn't  slowing  down.  In  fact,  the  CEO 
of  Gartner  recently  said  that  information 
technology  has  changed  more  in  the  last 
three  years  than  in  the  previous  20. 


Managing  risk  and  change  together— that’s 
the  new  reality. 

What  are  the  challenges  involved  in  balanc¬ 
ing  the  need  for  agility  with  the  need  for 
reliability? 

Whether  you’re  bringing  in  SAP  HANA®  for 
big  data,  starting  mobile  projects,  or  moving 
to  the  cloud,  CIOs  need  to  accelerate  innova¬ 
tion  without  excessive  risk  to  the  business. 
You  have  to  make  sure  you’ve  identified  the 
critical  processes  and  taken  steps  to  protect 
them,  even  as  you  make  changes.  Applica¬ 
tions  can  break,  business  processes  can  fail, 
and  the  business  can  be  disrupted  if  you’re 
not  prepared.  Companies  can’t  eliminate  that 
risk,  but  you  can  manage  and  minimize  it. 

How  can  CIOs  innovate  faster  to  meet 
business  demands  while  still  ensuring 
rock-solid  business  execution? 

Automating  business  process  validation 
ensures  that  critical  business  processes 
continue  working  before,  during,  and 
after  the  introduction  of  new  technology. 

If  your  company  validates  business 
processes  manually— and  70  percent 
of  companies  do— you  are  at  increased 
risk.  Without  automation,  you  have  little 
guarantee  they’ll  all  continue  working 
throughout  change. 


“CIOs  are  expected  to  bring  on  board  innovation  that  the 
business  needs  and  stay  one  step  ahead  of  accelerating 
change.  At  the  same  time,  every  enterprise  system  is  expected 
to  be  solid  and  predictable,  so  that  every  business  process 
continues  to  work  as  needed  ” 


That’s  because  more  and  more  business 
teams  are  driving  adoption  of  new  software 
specifically  for  their  businesses.  CIOs  need 
to  keep  everything  operating  smoothly 
and  stitch  it  together  across  the  enterprise. 
They  have  to  make  sure  each  business 
continues  to  function  without  a  blip  even  as 
they  introduce  more  innovation  to  make  the 
organization  more  responsive  and  efficient. 


Global  companies  that  use  automation  can 
significantly  speed  up  deployments  while 
reducing  defects  and  lowering  costs.  IDC 
reports  that  with  automation  companies 
can  save  more  than  50,000  hours  annually, 
shorten  testing  cycles  by  38  percent,  and 
nearly  halve  the  number  of  defects  affecting 
customers  and  users.  So  agility  and  stability 
really  can  go  hand  in  hand.  ■ 


The  NFL  runs  on  NetApp, 


the  world’s  #1  storage  OS? 


Yep,  NetApp 


netapp.com/nfl 

#NetAppNFL 


The  Official  Data  Storage  Provider  of  the  NFL 
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Contribution  of  these  products  to  the  OS  share  has  been  estimated  based  on  the  proportion  of  NAS  and  SAN  installations  in  these  products  (NAS  -  Dart;  SAN  -  Flare). 


. 


^  'CK-  ' 


